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A New Advertising Record 





for Indianapolis Newspapers 


For the week ending Sunday, April 10, The Indianapolis Star pub- 
lished of home display advertising a total of 4,492 inches—263 inches, 
or thirteen columns, more of local advertising than were published in 
any other Indianapolis newspaper. 

For the same period The Indianapolis Star published of foreign 
display advertising a total of 3,447 inches—1,282 inches, or 64 columns, 
more than were published in any other Indianapolis newspaper. 


COMPARATIVE RECORD BY INCHES 


STAR NEWS JOURNAL SENTINEL SUN 
Local 4492 4,229 1,866 1,741 1,542 
Foreign 3447-2, 165 732 1,000 870 
Classified 907 2,072 375 470 549 


Total 8,846 8,466 2,973 3,211 2,961 























In the Indianapolis Star of Sunday, April 10, 


were published 152 columns of home and foreign advertising—nearly 50 
per cent more than appeared in the other two Indianapolis Sunday 
papers. Within the past fifteen years, no other Indianapolis paper, in 
a regular issue, weekday or Sunday, has printed within thirty columns 
of that amount. 

Nearly 27 per cent of the occupied homes in the State of Indiana 
receive a copy of The Indianapolis Star, Muncie Star or Terre Haute 
Star every morning. Advertising contracts are made with the positive 
guarantee that the paid circulation of the Star League newspapers is 
in EXCESS of the combined PAID circulation of ALL OTHER 
Indianapolis, Muncie and Terre Haute daily newspapers. 


STAR LEAGUE—General Offices, Star Bldg , Indianapolis, Ind. 
C. J. BILLSON, Manager Foreign Advertising, 
Tribune Building, Chicago and New York. 
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Some Men Pay 


$10,000 for an expert to manage 
their advertising. There are 
others who pay $5 for an annual 
subscription to Printers’ Inxk— 
the leading journal for adver- 
tisers and business men, pub- 
lished every Wednesday — and 
learn what all the advertisers 
are thinking about. But even 
these are not the extremes 
reached. There are men who 
lose over $100,000 a year by 
doing neither one. 


Every business man con- 
nected with advertising in any 
way should be a regular reader 
of Printers’ Inx. Send your 
check for Five Dollars Now, and 
don’t miss the weekly reports of 
Investigations of Daily News- 
papers throughout the country, 
a series of articles now appear- 
ing in the Little Schoolmaster 
which is worth thousands of 
dollars to an advertiser who 
seeks reliable information on 
the daily press of the United 
States and Canada. 


Address i 
CHAS. J. ZINGG, Business Manager Printers’ Ink, 


10 SPRUCE STREET, NEW YORK. 
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ADVERTISING FOR FOREIGN 
TRADE. 





TWO KINDS OF AMERICAN INVASION 
—THE STAPLE COMMODITY GOES TO 
AN EXISTING DEMAND—PROPRIE- 
TARY ARTICLES MUST CREATE 
THEIR OWN DEMAND—SUGGES- 
TIONS BY PAUL E, DERRICK, WHO 
HAS AN AGENCY IN LONDON, WITH 
OTHER FOREIGN CONNECTIONS. 





Two different classes of Ameri- 
can manufacturers are interested 
in foreign markets—the maker of 
staples and the maker of proprie- 


tary articles. And there are two 
distinct kinds of “Yankee inva- 
sion.” 


The man who makes staples— 
nails, cotton cloth, locomotives and 
flour—has several aids in studying 
the needs of each part of the globe 
without leaving the United States, 
and at small expense. The gov- 
ernment consular reports furnish 
a mass of information monthly 
about foreign demand for staple 
goods. The Association of Amer- 
ican Manufacturers has a depart- 
ment for supplying information to 
exporters. There is the Philadel- 
phia Commercial Museum, partly 
supported by the Government, 
whete the manufacturer who con- 
templates selling nails to Chili or 
Tunis can see samples of the nails 
used in those countries and pro- 
duce goods fitted to local demand. 
Then, too, the manufacturer of 
staples caters to an existing de- 
mand. If he makes flour and 
packs it right the people abroad 
will know how to use it. 

For the manufacturer of proprie- 
tary articles, however, there is no 
commercial museum nor any other 
source of information in this coun- 
try. The consular reports give no 
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attention to the foreign demand 
for blood purifier or buttonless 
suspenders, and for ninety-nine 
such articles in the hundred no de- 
mand exists. It may be aroused 
through advertising if it lies dor- 
mant, but there may be no dormant 
demand, even. Hundreds of things 
that sell largely in this country 
through advertising could not be 
given away abroad. 

The Paul E. Derrick Advertis- 
ing Agency, of New York, has 
given considerable attention to the 
investigation of the proprietary 
manufacturer’s foreign problem. 
For ten years it has maintained a 
branch agency in London. Late- 
ly there have been established con- 
nections in Paris, Vienna, Sydney, 
Buenos Ayres, Mexico and Cape- 
town, covering the Continent, 
South Africa, Australia and a 
large portion of South America. 

“T was the first American to go 
to London and place American ad- 
vertising without the aid of an 
English agency,” said Mr. Derrick 
recently. “That was ten years ago. 
A year before the Quaker Oats 
people had placed some English 
advertising through London agents, 
but with unsatisfactory results, and 
at their request I went abroad. The 
result was the establishment of our 
London office, which is the only 
Yankee advertising agency in Lon- 
don with the exception of an office 
maintained by the Chas. E. Fuller 
Agency, of Chicago. Our later  for- 
eign connections were made with a 
view to doing in other countries 
what we have done in England— 
learn the field, the demand and the 
advertising mediums, so that we 
may be in position to assist the 
proprietary manufacturer who 
seeks a foreign market. There is 
no question that American proprie- 
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tary articles will seek foreign mar- 
kets. From now on the trade will 
increase, and this agency means to 
be in on the ground floor. Periods 
of business stagnation in this 
country, owing to overproduction, 
come about largely because our 
manufacturers have not studied 
foreign markets. The English and 
European manufacturer seeks 
world trade. We have been con- 
tent with home demand. But the 
next period of stagnation will see 
many American goods go abroad, 
because our manufacturers are now 
seeking an outlet for the inevitable 
surplus. 

“There are a hundred channels 
of information for the manufactur- 
er of staples, but none at all for 
the proprietary manufacturer. By 
proprietary articles I mean all those 
things made in this country and 
sold under trademarks, such as pat- 
ent medicines, prepared foods, me- 
chanical devices and Yankee no- 
tions generally. This agency is now 
prepared to advise American adver- 
tisers and manufacturers, tell them 


the chances for or against their 


commodities, show them meth- 
ods of introducing their goods 
through the retail trade, preparing 
and placing advertising in foreign 
mediums. While we have reliable 
connections outside of England, 
and are already placing business on 
the Continent, in Mexico, South 
Africa and South America, our 
organization in London is natural- 
ly the best. Before I went to in- 
vestigate conditions in~Great Brit- 
ain there was only a little Ameri- 
can advertising there, chiefly of 
proprietary remedies like Carter’s 
Pills and Scott’s Emulsion. H-O 
was the only food, as I remember. 
I found English publishers of many 
minds on the question of granting 
the commission to an American 
agency. Some were pliable. others 
were remarkably pliable, while still 
others were extraordinarily indif- 
ferent. The latter did not exact- 
ly refuse to pay us the commission 
in so many words, but said that 
they did not contemplate opening 
any more accounts with agencies. 
To them the whole advertising sit- 
uation was fixed for all time. 
Those days are all past, however, 
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and we have long ceased to haye 
any trouble about commissions, 
_ “In London to-day we are plac. 
ing Quaker Oats, Iron Ox Tah 
the Armour & Company advertis. 
ing in both Great Britain and the 
Continent, W. B. Corsets in 
all the Regal Shoe advertising in 
the United Kingdom, and Frit. 
banks’ Gold Dust. What do ye 
use in the way of mediums? Well 
the English situation is different 
from that in this country for com. 
modities that are advertised in the 
daily press. There are many fine 
dailies over there, but we find the 
strongest element in advertising to 
be the weekly publications. There 
are such papers as Tit Bits, for 
example, low in selling price and of 
enormous circulation. There are 
also many penny women’s weeklies, 
and many moderate-priced religi- 
ous weeklies. On Sundays there are 
several publications like Lloyd's 
Weekly London News, which ate 
read all over Great Britain. The 
London dailies have no Sunday edi- 
tions, you know, and these papers 
take the place of our own Sunday 
papers. Lloyd’s Weekly London 
News is generally believed to have 
the largest circulation in the 
world. According to the last state. 
ment of the publishers it was 
1,300,000 per issue. The dailies 
have their place, particularly for 
trial campaigns, experiments and 
advertising in restricted territory, 
but the weeklies give more general 
circulation at less cost, and ate 
freer from the arbitrary restrictions 
on advertisers that have become 
associated with the British daily 
paper. Most of the weeklies are 
liberal. These papers also work in 
well with the monthly magazines 
which are not so important a clas 
of advertising mediums as with ts. 
Lloyd’s columns are very natrow— 
only seven-eighths of an inch wide 
—and it has strict classifications for 
ads. But it is a wonderful paper. 
Many of the English papers have 
rules for classifying ads that ap 
pear queer to us. The classifica 
tions are different from ours; they 
cover a wider body of advertising, 
and it is almost impossible for the 
publisher to tell you where he wil 
put your ad until he sees the copy. 
(Continued on paged) 
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Little Lessons in Publicity.—Lesson 34. 


Tripune Buitpinc, New York City; 
May 11, 1904. 
Mr. ADVERTISER, 


Everywhere, U.S. A. 


DEAR SIR : 

Did it ever occur to you that a newspaper 
headline is nothing more than a condensed, 
snappy display ‘‘ad’’ for the news which 
follows? 

This suggests an experiment in which you 
may wish to co-operate with a view to develop- 
ing a new source of advertising ideas. 

As you know, each of the papers repre- 
sented by me is the leader in its community, 
which means among other things that it 
employs the best editorial staff obtainable. 
The news editors of these papers know the 
art of arousing human interest by selection of 
strong facts and the method of presenting 
them. They are writing strong, catchy dis- 
play ‘‘ads "—i. e.—headlines—every day. 

tis my idea to place this well-developed 
but hitherto unused talent at the disposal of 
our advertising patrons for devising catch 
phrases, trade names or anything: short of 
elaborate systems. 

Every designer of advertising knows of 
the ‘‘glass arm” acquired by many profession- 
al advertising men long in the service. Here 
isa chance to draw upon men of fresh blood 
and known originality. It is also a chance 
for clients to have both the leading depart- 
ments of the papers working and thinking 
forthem. The idea is a new one, but it seems 
to me to be worth submitting for your ap- 
proval. I shall be interested to learn what 
you think about it. Write. 

Yours truly, 
‘« Starke oF New York.” 
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He wants to read the copy, and 
sometimes there is a grave dis- 
cussion by the staff as to where the 
ad shall go. 

“These are only the peculiarities, 
however. We are very proud of 
our English business. With the 
London papers alone it is possible 
to create a demand in every Eng- 
lish colony except, perhaps, Can- 
ada. Home papers are read by the 
colonist in India, South Africa and 
Australia, and these people, lack- 
ing the buying facilities at home, 
are very quick to take up new ar- 
ticles, sometimes sending for them 
by mail. That has been the ex- 
perience of certain of our clients. 
As for “copy,” the same general 
proposition that appeals here will 
appeal in England. The wording 
of the ad must be altered to meet 
conditions, but the selling argu- 
ment is substantially the same. It 
isn’t unsuitable advertising that 
causes failure so often as unsuit- 
able articles. For example, the 
English will not buy a buggy or 


wagon on which the front wheels 
do not turn clear around on a 


pivot. Our wagons are built with 
wheels that are higher than the 
body, and take a large circle to 
turn. Rubber boots and overshoes 
—‘galoshes’ they call them—do not 
sell well in England or on the Con- 
tinent, for the people wear shoes 
with great thick soles, and are not 
afraid of the rain. Hundreds of 
the little Yankee notions that sell 
so well in this country through ad- 
vertising would fall flat there, for 
the people are a trifle more serious 
in their buying, and haven’t the 
Yankee love of novelties. It is in 
determining the fitness of goods 
for foreign markets that we render 
the most valuable service to 
clients, as there are no sources of 
information for such things. All 
the information that can be gather- 


ed about this proprietary trade is” 


particularly valuable just now. 
When an American advertiser sub- 
mits his proposition to us we give 
him our opinion. Then our for- 
eign agents in the countries he con- 
templates covering study his goods 
and give an opinion, and if it is 
something that will sell we advise 
the advertiser to send one of his 


own men into the field, if possible 
to assist in placing the goods with 
the retail and jobbing trade. Most 
of the mail order advertising thy 
succeeds abroad works out its oyp 
salvation or damnation, for the ad 
comes into direct touch with th 
reader and either succeeds or fails 
But where goods are to be sof 
through the trade the problem js 
not so simple. We have refuse 


quite a number of accounts for our | 


foreign branches because the com. 
modities to be exploited stood no 
earthly chance of success, They 
were entirely meritorious, and sue. 
cessful here, but conditions abroad 
were against them. Yet the nun. 
ber of things that can be sold 
abroad is vastly greater than those 
that cannot. England is a splen 
did field for patent medicines, as 
are some of the more remote coun 
tries. Mexico is also a very re 
sponsive country. 

“Our London office is in charge 
of Mr. H. P. Rees, a gentleman 
who was born in Wales, but with 
fifteen years’ experience in adver- 
tising in the United States. This 
dual experience and knowledge of 
both countries makes him an ideal 
man for that work. 

“Where there is now one Ameti- 
can manufacturer of proprietaty 
articles seeking a foreign market 
there will soon be one hundred 
Not long ago a witty Englishman 
said in the New York Sum that 
the American people were as inst- 
lar as the British, the only differ- 
ence lying in the fact that our 
island is a trifle larger. This ap- 
plies to the American manufactur- 
er still to a certain extent. It was 
more true of him ten years ago. 
Our trade was insular and restrict 
ed. But now we are waking up to 
world trade, and the energy that 
will be put behind expansion in the 
next decade will bring results. | 
am not one of those who believe, 
mistakenly, that the whole world of 
trade is at the American’s feet. It 
isn’t by a long shot. There’s good 
stiff competition to meet and old, 
experienced rivals to lock homs 
with. But the American manufac 
turer has as many elements of sut 
cess as the next one.” 

Jas. H. CoLtins 
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THE TEA-TABLE PAPER. 


The Saturday issue of the Bos- 
ton Evening Transcript is a sur- 
prising publication if you happen to 
live outside of Boston. People who 
live in Boston are never surprised 
—not even by the Transcript. The 
amount of advertising carried in 
an average Saturday issue is little 
short of astonishing. On that day 
the paper has thirty-six pages and 
sells for five cents. There is a 
good deal of book news, with a 
strong showing of book advertising. 
The Boston retail stores also use 
the Transcript extensively on Sat- 
urday nights, and general advertis- 
ers are fairly well represented. In 
the issue at hand there is even a 
patent medicine ad. Unless the 
Little Schoolmaster had seen it for 
himself he would never have be- 
lieved that a patent medicine ad 
for Dr. Miles’ Heart Cure could 
have appeared in the Transcript, 
but there it is—subdued and chast- 
ened in display, but still a patent 
medicine ad pure and simple. It is 
a fine question, however, whether 
people who know so much about 
everything in general as Transcript 
readers, are in the habit of taking 
empirical remedies for their hearts. 
The great standby of the Tran- 
script on Saturdays, though, is its 
advertising of summer and winter 
resorts, hotels, foreign cruises, in- 
vestment brokers, real estate, and 
it page of want ads. Probably no 
other paper in the country, with the 
exception of the New York Even- 
ing Post, carries so much of this 
business. In fact, no other me- 
dium in the country, except that 
paper and ‘perhaps the Outlook, 
seems to reach the class of readers 
who make such advertising profit- 
able. The ads are displayed, but 
are seldom wider than single col- 
umn, and rarely deeper than two 
inches. There are literally hun- 
dreds of them, and all are written 
in the peculiarly bookish style of 
the Transcript. The Transcript ads 
are measured, not in the sense that 
the writers count words and use 
as few as possible, but that they 
couch them in liesurely terms and 
employ longish, graceful words. 
Another noteworthy fact about 
these ads is the territory covered. 
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While Boston and vicinity natural- 
ly lead, there are houses, farms 
and country estates in every part of 
the land offered for sale, and even 
some in England. At the appro- 
priate seasons of the year the 
Transcript carries large quantities 
of educational advertising, and at 
other times one easily gathers from 
its columns that housecleaning and 
repairing are under way. At all 
times the advertisements reflect a 
clientele that cares more for quality 
than for prices, and the advertisers 
seem agreed that the paper’s read- 
ers will pay any price within rea- 
son for things that appeal to them. 

How do all these advertisers 
tuake the Transcript pay them? 
The number of individual an- 
nouncements is much greater than 
will be found in any other daily 
paper, and even the blanket edi- 
tions of the New York Sunday 
papers hardly carry as many. In 
comparison with other dailies the 
Transcript’s circulation must be 
relatively small. Yet pay these an- 
nouncements must, or they would 
not be carried year after year. The 
explanation probably lies in the 
nature of the Transcript’s Satur- 
day edition. Corresponding to the 
Sunday edition of such papers as 
the New York Herald, it has a 
much larger circulation than on 
other week days. A special sub- 
scription price is set for the Sat- 
urday Transcript, and it goes all 
over the United States. For $1.50 
a year the reader gets as much 
solid reading each week as is con-. 
tained in such staid reviews as the 
Atlantic Monthly, and of as high a 
quality. The Transcript habit is 
not easily acquired. But neither is 
it easily broken. Once a Tran- 
script reader always a Transcript 
reader, seems to be the rule. So 
the Saturday edition of this paper 
has come to be an advertising me- 
dium as distinctive in its field as the 
New York Herald or the London 
Times. 

—_+e————— 

A wee broth of a booklet from the 

MacCarthy-Evans Tailoring Co., St. 


Louis, has for cover a color reproduction 
of a new fabric for men’s wear. Only 


a few words are needed to tell the rest 
of the story—but some of these should 
ae: been figures preceded by a dollar 
mark. 
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WHAT IS THE MATTER? 


This advertisement cost $250. 
The publishers of the Ladies’ 
World, New York City, paid a 
well-known advertising expert $100 
for writing the copy, and it was 
inserted in a medium of general 
circulation in space 8%4x5%, or 
nearly the size of an ordinary 
magazine page. It was designed to 


bring subscribers for the Ladies’ 
World, and readers were requested 
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to send five cents for a sample 
copy. The publication in which it 
appeared has fully 100,000 circula- 
tion, and is a productive advertis- 
ing medium. Great things were 
expected. The ad was printed once, 
and it brought just ten replies, with 
fifty cents in stamps. 

What was wrong? 

Horace Dumars, advertising 
manager of the Ladies’ World, says 
that the medium employed is one 
that ought to pull well with the 
right kind of copy. The writer of 
this advertisement is an expert who 
has done some exceedingly clever 
things, and the fee of $100 was pai 
him because it was thought that he 
could write an advertisement which 
would make $150 worth of space 
pay better than if it had been filled 
with one of Mr. Dumars’ own 
ads. Whether the slim returns ac- 
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tually realized were due to the 
copy, or to the medium, or both, 
Mr. Dumars does not know. Pfo. 
vided the name of the publication 
and adwriter were kept secret he 
was willing to put the problem be. 
fore the readers of Printers’ Ing. 
This advertisement was publish. 
ed as an experiment. The Ladies’ 
World has spent a large sum of 
money in subscription advertising 
the past year, using many different 
kinds of publications. Some of 
the copy has been prepared by 
agencies, and Mr. Dumars hag 
written some himself. His method 
of constructing an ad, he says, is 
somewhat like that of an experi- 
enced housewife in making a pie, 
He consults no cookbook, but puts 
in a little of this, and a trifle of 
that, and some of the other, until 
the ad seems about right. Ads 
built on this plan have been very 
successful in bringing direct re- 
sults to the Ladies’ World. In one 
other respect Mr. Dumars’ ads re- 
semble good pie. They are short. 
Does this $100 experimental ad- 
vertisement need shortening? Was 
the space large enough? Is the 
i..roduction so vague that readers 
are not interested after glancing at 
the first two paragraphs? Would 
an illustration have helped? Is the 
display strong enough? Might not 
the ad have secured more subscrip- 
tions if several paragraphs detail- 
ing the contents of the Ladies’ 
World had been printed in eye- 
catching type? Is there anything 
wrong with the proposition? Would 
the average woman hesitate to send 
five cents for a sample copy of the 
Ladies’ World if the ad interested 
her in the publication? The expert 
who wrote this ad probably knew 
beforehand that he was to get $100 
for it. Did this give him an undue 
sense of responsibility? In trying 
to give a combination of words 
worth $100 did he not give too 
many? Would his style have been 
easier had he thought that he was 
to receive only $5 for his work? 
What is the matter with this ad, 


anyway? 
phen SE OS ig IB 
Tue latest mail catalogue of the Han- 
over Shoe, from Hanover, Pa., is a neat 
booklet showing current styles and num- 
erous shoe accessories. 
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There are two ways of 
covering Philadelphia— 
using ALL the morning 
papers, or by going in 


The Evening Bulletin 


NET AVERAGE CIRCULATION FOR 
APRIL 


182,679 copies per day 


“The Bulletin’s” circulation figures are 
net; all damaged, unsold, free and re 
turned copies have been omitted. 


WILLIAM L. McLEAN, Publisher 


In Philadelphia nearly everybody reads 
“The Bulletin.” 
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DEPARTMENT FOR MANUFACTURERS 
AND WHOLESALERS. 
By Edmund Bartlett, 150 Nassau St., New York, 





SCN ATMEL 


In looking over the advertising 
section of your magazine, you are 
attracted by an apparently good life 
insurance proposition or a_ half- 
price subscription book offer, and 
you write for further particulars. 

But if you innocently affix your 
signature to the triangular coupon 
and fondly expect to receive the 
literature, intending to look it over 
at your convenience and probably 
accept the offer if on deliberation 
it appeals to you as strongly as it 
did at first, you were never more 
badly mistaken in your life. 

You will receive the literature 
all right—there will be no trouble 
about that—but before you have 
had the opportunity of looking it 
over, you are going to be chased, 
and chased hard, by the most per- 
sistent and aggressive of the entire 
genera of hustlers—the book agent 
and the life insurance solicitor. 

There will be no escape from 
him, and you might as well submit 
to the inevitable. 

It will avail nothing to write that 
you do not want to see a solicitor— 
he will come anyhow, and you will 
have to give good and sufficient 
reasons why you were rash enough 
to send the inquiry. The upshot 
of it all will be that your desire to 
purchase the thing advertised will 
be perceptibly lessened. 

Now, when a man gets after you 
for the purpose of insuring your 
life or selling you a set of sub- 
scription books he doesn’t adopt 
any halfway measures. Time. 
place and circumstances cut little 
ice with him. He will invade your 
private office at the busiest hour of 
the day, or, failing in that, will 
hunt you up at 9 p. m. after you 
get home. 

We all admire genuine hustling 
ability when zeal, tact and dis- 
cretion are combined in the proper 
proportions; but the average book 
agent or life insurance solicitor is 
not so constituted, and most people 


strenuously object to being pep. 
sistently chased about a thing in 
which they have a more of less 
immediate interest. 

It is an open question whether 
such methods do not scare away 
more business than they create, 

* * * 

It has never been determined 
what percentage of ad readers te- 
frain from answering advertise- 
ments because they do not want to 
be pestered with solicitors, but cer- 
tainly that percentage is large. 

Now, there is such a thing as un- 
due solicitation. 

If a man sends an inquiry about 
endowment life insurance or an ex- 
pensive set of subscription books, 
he is entitled to the information, 
and if he is a business man he will 
give it due consideration; but it 
does seem like a mistake of judg- 
ment to approach the class of men 
who buy these things in the man- 
ner usually employed by the life 
insurance companies and the pub- 
lishing houses. 

* * 


One is led to wonder why some 
(we do not say all) publishers and 
most of the life insurance com- 
panies do not more fully educate 


people before turning loose an 
army of solicitors on them. 

It would save the time of solici- 
tors in their personal follow-up 
work and also eliminate many of 
the disagreeable features of solici- 
tation which so many intending 
purchasers of advertisd goods fight 
shy of. 

It would seem that if the “talking 
points” were properly presented im 
the advertising matter, it would not 
be necessary for solicitors to do 80 
much “chasing.” If the inquirer” 
really wanted the thing advertised, — 
he would buy it; or if it was ac- 
tually necessary to send a solicitor, 
the interest of the prospective pur- 
chaser would be fully aroused be- © 
fore the solicitor put in appearance.” 
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As for life insurance, certainly 
there is little that is illuminating 
or inspiring in the current maga- 
zine ads of the various companies. 
A large part of the general public 
are totally indifferent to the bene- 
fits of insurance, with the result 
that when a solicitor approaches a 
man who has given the subject 
little thought, it takes three times 
as much work to win him over as it 
would if he were properly educated 
beforehand. 


* * * 


These facts convey a distinct les- 
son to the manufacturer or whole- 
saler employing a large staff of 
traveling men. 

The salesmen are probably neces- 
sary—but so, too, is a certain 
amount of educative advertising. 

It cannot be controverted that 
when you educate a man up to the 
merits of your goods with proper 
advertising, it gives you an entree 
which you could not possibly se- 
cure if you came to him unan- 
nounced or comparatively un- 
known. 

Moreover, such advertising makes 
the salesmen’s work quicker and 
less arduous. 

Let me relate a little incident to 
illustrate this. 

It was necessary to send out a 
salesman to cover the soda water 
trade of Ohio. 

The man might have laid out and 
covered his route in the ordinary 
way, but it was necessary to get 
over the ground quickly, as the 
Season was short and there were 
other fields to conquer. 

He could not stop to do much 
arguing, so it was necessary to do 
most of the talking for him before 
he appeared on the scene. 

_A campaign of educative adver- 
tising was set in motion a consider- 
able length of time in advance, and 
buyers were fully informed about 


the salient points of the salesman’s 
message, so that when the two 
came together there was no un- 
necessary loss of time. 

The salesman had previously 
been supplied with a set of maps 
covering every portion of his route, 
showing towns, the number of pos- 
sible customers in each, their rat- 
ing and other essential information. 

Thus aided and equipped, he got 
over the ground in less than two- 
thirds the time it would have taken 
had he gone into a territory that 
had not been so carefully cultivated 
in advance. 

He was also greatly encouraged 
by this co-operation of the house. 
He put forth his best efforts to se- 
cure every advantage resulting 
from it. 

“Do you know,” he afterward 
said, “it was seldom indeed that 
I could not clinch the sale on the 
first. call—there was no _ useless 
chasing after a man three or four 
times who was really interested? 
Cesides, I got mightily interested 
in the work myself. Sometimes 
while sitting in the hotel lobby 
after a hard day’s hustling, I would 
instinctively start up and commence 
talking soda water to the man sit- 
ting next to me, when the electric 
light would die down and sizzle 
like a soda fountain.” 

* 


Verily, a little educative work 
is a good thing all around; like- 
wise, a little judicious headwork 
ofttimes saves a great deal of tire- 
some footwork. 
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DAILY NEWSPAPER INVES- 
TIGATIONS. 


VI. 


EASTON, PA. 
PHILLIPSBURG, N. J. 


Whoever examines the American 
Newspaper Directory for a report 
of the papers in a specified town 
and finds three or four papers cata- 
logued, no one of which has a cir- 
culation rating set down in Arabic 
figures, may conclude that from 
some circumstance or other that 
town is unfortunately situated as a 
newspaper field. The explanation 
is often found in the fact that the 
situation is too near to a more im- 
portant point from whence its peo- 
ple are able to secure better papers, 
or at least such as they like better, 
and at rates with which the local 
publishers cannot compete. Of 
course, no newspaper publisher is 
going to make a circulation state- 
ment for publication in a newspaper 
directory, to be examined by ad- 
vertisers, when he realizes that the 
facts about his circulation are not 
as favorable to him as the adver- 
tiser’s conclusions would be likely 
to be if formed without a knowl- 
edge of the conditions that actually 
do exist. Such a town as is above 
referred to is Easton, Pa.; and its 
little sister, Phillipsburg, New Jer- 
sey, situated just across the river, 
is a less conspicuous example of 
the same condition. 

From an advertiser’s standpoint, 
Easton and the New Jersey city of 
Phillipsburg are one community. 
“Over the bridge” is heard as fre- 
quently as “Above the circle.” By 
the recently issued supplemental 
bulletin of the United States Cen- 
sus Bureau, the population of Eas- 
ton is 26,775 and that of Phillips- 
burg, 11,975. With its 40,000 peo- 
ple, with five separate centering 
railroads, with a wide extent of 
good surrounding country contain- 
ing many villages and not a few 
good-sized towns, with trolley lines 
extending many miles in all direc- 
tions, with numerous manufactures 
and business enterprises, the “busy 
Lehigh”. ends its, journey to the 
Delaware. 

The Easton Express, the Easton 


Free Press, and the Easton Daily 
Argus are the three daily news. 
papers of Easton; to which is to be 
added the Post of Phillipsburg 
all evening papers, going to press 
about 4 o'clock. The only advan. 
tage that I took of my previous 
acquaintance in the two cities was 
to call upon a prominent citizen of 
Phillipsburg, one of its leading 
lawyers, and a resident of the town 
for many years past. When asked 
to name Easton’s leading paper, he 
at once mentioned the Free Press, 
“It’s a good, first-class, up-to-date 
paper, with a good circulation, and 
is coming up all the time. But, 
since it’s Republican in_ politics, 
maybe you think I’m prejudiced. 
I’m not, however. I regard the 
Argus as an excellent paper, too, 
The Argus, probably, has the larg- 
est circulation of any paper in 
Easton. It is a conservative, Dem- 
ocratic paper, moderate in its politi- 
cal views, and you'd be surprised 
to know how many Republicans 
take it. It got a tremendous cir- 


culation by being the first to start 


out as a penny paper, and those 
who took it then stick to it. The 
Post? A good little paper. Its 
circulation is small and almost en- 
tirely in Phillipsburg, I guess.” 

The first paper visited was the 
Argus. Mr. Fehr was at the desk. 
1 don’t believe a kindlier or more 
courteous gentleman ever published 
a newspaper or guarded a pasty 
circulation secret. He gave 4,320 
as the actual, net circulation of the 
Argus, and he did it in such a con- 
vincing way that he either told the 
truth or worked me _ successfully 
for a country jay. ‘Without te- 
quest, he opened his circulation 
book, showed the sales and de- 
liveries of each of his carriers, his 
mail list from day to day, and 
handed me the actual slips contain- 
ing the deliveries made by each 
carrier on the day before, as they 
were just about to be entered on 
the book. The figures came close 
to the 4,320—within 10, I think— 
showing, if the figures were cor- 
rect, and which.I have no reason 
to question, that 4,320 Arguses 
were printed. 

Mr. Andrews, of the Free Press, 
had no rate card, but gave me 
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rates that I thought were a little 
higher than those of the Argus. 
He gave 3,300 as the circulation of 
the paper, and said it was growing 
fast. A contest—the usual “most 
popular lady teacher” contest—the 
prize being a free trip to the St. 


- Louis Exposition, had greatly in- 


creased the sales. The office of 
the Free Press gave the general 
impression of “hustle.” 

Neither Mr. Mutchler, the pub- 
lisher, nor Mr. C. A. Laros, whom 
I understood to be the business 
manager, of the Express, was in 
when I called. The young man at 
the desk—he was quite young— 
gave me advertising rates. He 
didn’t exactly know what a “flat 
rate’ was, but there wouldn’t be 
any use for me to ask for any dis- 
count from the rate card. The 
Express, he said, was way ahead 
the best paper in Easton—there was 
no use at all in comparing it with 
the others, for they didn’t have half 
the circulation the Express had. 
He gave 4,500 to 4,600 as the cir- 
culation of the paper. 

A call at the office of the Post, 
in Phillipsburg, found Mr. Lynch 
busily at work, setting type, getting 
his edition ready for the press, and 
talking as he worked. He gave 
1,100 as the Post’s circulation, and 
nobody knows him but to hope it is. 

Easton has three large, well- 
conducted department stores— 
Bush & Bull's, William Laubach 
& Son, and Rader’s. At Bush & 
Bull’s I was informed that the firm 
advertised freely in all the papers, 
and didn’t see much difference be- 
tween them in results. The Argus, 
it was thought, had a little the 
largest circulation, but the Free 
Press and Express had a little the 
higher standing; that is, the Ar- 
gus circulated more among the 
working people and the medium 
class, financially considered; while 
the others had a clientele among 
the wealthier people of the com- 
munity. For a special bargain sale 
the Argus was probably the best, 
while for high-priced goods the 
Free Press and Express were pref- 
erable, with no distinction to be 
made between the latter papers. 

At Laubach & Son’s and at 
Rader’s exactly the same views 


were expressed in almost identi- 
cally the same words. 

The proprietor of one of the large 
jewelry stores uses the Free Press 
and the Express almost exclusive- 
ly. At holiday times, and on some 
special occasions the Argus was 
used, especialy if cheap goods were 
to be advertised. At another 
jewelry store, which advertises only 
during the holidays, the Free 
Press was the choice. The general 
style and appearance of the paper 
was liked better than that of the 
Argus. Another jewelry store, that 
advertises quite a good deal all the 
year round, gave a decided prefer- 
ence for the Argus. 

In one of the bookstores there 
was a preference for the Free 
Press and the Express; in another. 
all three papers were used with 
good results. 

The proprietor. of a large music 
store, selling all kinds of musical 
instruments, new, second-hand, 
high priced and cheap, is one of 
the largest advertisers in Easton. 
He uses all the papers with good 
results. “I notice some difference 
in them, however,’—he said this 
without a word or suggestion from 
me. “For instance, I think the 
Argus has the largest circulation, 
and circulates more among the 
medium or poorer class of people. 
The other papers are a little the 
best for my high-priced goods. The 
general appearance of the Free 
ress 1 like better than that of the 
Argus—but that’s only a whim. I 
use ’em all about alike.” At the 
other music store a decided choice 
was made of the Express. 

The advertising manager of a 
large clothing store named the 
Free Press and the Express as the 
best advertising mediums for his 
business. A banking house also 
gave the same verdict, but placed 
the Free Press ahead of the Ex- 
press. In two large shoe stores no 
preference could be learned. 

The Express being .the chief 
Democratic paper in the city, and 
Easton being now under Republi- 
can rule, I naturally expected the 
policeman whom I saw to choose 
the Free Press. He did so, em- 
phatically. One of the streetcar 
conductors read the Free Press; 
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two motormen, the Argus; a Le- 
high Valley ticket agent, the Ar- 
gus; a clerk in a clothing store, the 
Argus; three clerks in department 
stores, the Free Press; two well- 
dressed men whom I stopped on 
the street, the Express; two others, 
the Argus; a laboring man, the 
Free Press; another, the Argus; a 
clerk in a grocery store, the Free 
Press. ‘The waiter (male, white) 
at the chop house where I got my 
lunch responded to my query: 
“The best paper in Easton? Why, 
the Express, of course. Why, man, 
that’s Howard Mutchler’s paper!” 

In all my interviews, I noticed a 
universal and an apparently un- 
conscious practice of naming the 
Free Press first and the Express 
second, when the two papers were 
mentioned. 

I also noticed that the eight-page, 
smaller sheet of the Free Press 
and Express was universally pre- 
ferred by advertising people to the 
four-page, blanket sheet of the 
Argus. 

Easton is about two hours from 


New York, and early in the after- 
noon is plastered all over with the 


bloody Journal. Philadelphia, 
nearly three hours away, also sends 
up its evening papers, reaching the 
town about 6 p. m. If any one can 
find a newsboy with an Easton 
paper he will have better success 
than I had. At the only newsstand 
that I saw, no Easton newspaper 
could be bought. As all the papers 
get Associated Press reports up to 
near 4 p. m., their news service 
must be, and actually is, very good, 
but the red ink and glaring head- 
lines get in their work here as 
elsewhere. 

My opinion is that the Argus has 
the largest circulation of any of 
the Easton papers, the Free Press 
coming next and the Express last, 
but a very close second to the Free 
Press. For advertising the cheaper 
grades of wares, I would give a 
preference to the Argus. For the 
higher grades of goods, there is 
an unmistakable choice of the 
Easton people for the Free Press 
and the Express, the former lead- 
ing slightly. 

The suburban streetcar service 
of Easton is extensive, extending 


for many miles in all directions 
to Rieglesville nine miles down the 
Delaware, to Bethlehem, to Ban. 
gor, to Pen Argyl and to Nazareth, 
If suburbai streetcar advertising 
pays anywhere, it ought to pay 
here. Yet I did not find an en 
thusiastic disposition on the part 
of the Easton merchants to use the 
cars, and I noticed that the cards 
in them were chiefly those of gen- 
eral advertisers. Bush & Bull have 
cards in all the lines, but say that 
they do not notice any results, 
They are in because they think it 
keeps their name before the public. 
For the same reason one of the 
booksellers advertises in two of the 
lines. From all that I could learn, 
streetcar advertising had not given 
particularly good satisfaction, and 
was not overpopular among the 
Easton merchants. Easton, as 
every one knows, is in Pennsyl- 
vania Dutchland. Twenty-five years 
ago, the question of using the 
Dutch, or German, language would 
have been one that the advertiser 
would have had to consider seri- 
ously. One of the required quali- 
fications of those applying for posi- 
tions as clerks in the stores was 
that he or she could speak Penn- 
sylvania Dutch—excuse me, Ger- 
man. Now all this ‘is changed. 
English is universally understood 
and used. 

Mr. Fehr used to publish a Ger- 
man paper, or a German edition of 
the Argus. He says he has drop- 
ped it, as there was no demand 
for it. 

The American Newspaper Direc- 
tory has never obtained informa- 
tion that would warrant lifting the 
Phillipsburg Post out of the “JKL” 
class, which means not exceeding 
1,000 circulation. 

No circulation statement has ever 
been obtained from the Easton 
Argus, but it is credited with an 
“H” rating in the Directory, which 
means an average issue exceeding 
2,250 copies daily for the year 1903. 

The Express has been equally 
reticent about circulation  state- 
ments, and is credited with an “I” 
rating for 1903, which means ex- 
ceeding a thousand copies. 

The Free Press did, in the yeat 
1894, issue a circulation statement 
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which secured it a rating of not 
less than 2,700 copies for any issue 
for that year. Since then its circu- 
lation statements have been indefi- 
nite, the last one furnished being 
of the character which gained for 
it the “Z” rating with (1,2, 4,5) 
qualifications, which mean; (1) It 
was not signed. (2) It was not 
dated. (4) Was not in detail. 
(5) Did not specify the time cov- 
ered by the report. In the Direc- 
tory for 1904 the Free Press has 
the double black sphere attach- 
ment, which is explained as fol- 
lows : 

4 ioe payed a 6 er ae 
than was accorded in this book, but suc! 


definite information as would warrant a higher 
tating than is now given has not been obtained. 


The conclusion arrived at is that 
Easton is not a town where any 
newspaper has such a foothold as 
to make it ‘specially valuable to 
any but local advertisers, although 
every paper there may be fairly 
well supported by home patronage. 
The place appears to be too near 
New York and Philadelphia to per- 
mit the papers becoming of more 
than secondary importance to a 
general advertiser. 


YONKERS, NEW YORK. 

New Yorkers have an impression 
that Yonkers, seventeen miles up 
the Hudson River, is merely a sub- 
urb of the metropolis. This im- 
pression is erroneous. Scattered 
all about Yonkers proper are resi- 
dential centers that might be called 
suburbs of this supposed suburb, 
and it is in these, particularly along 
the Hudson, that the commuters 
live and move and have their being 
during such hours as they are not 
engaged in New York. But of it- 
self Yonkers is a thriving manu- 
facturing city. Its present popu- 
lation is estimated at 60,000. It has 
what are said to be the largest car- 
pet weaving mills in the United 
States, as well as sugar refineries 
and other industries. Far from 
being an outlying section of New 
York City, it might be removed 
several hundred miles and be as 
Prosperous. The commuting ele- 
ment is not in evidence to the 
stranger walking through Yonkers’ 
business streets. The city has much 
the appearance of a New England 
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factory town. Most of the shops 
seem to cater to mechanics, opera- 
tives and manual workers, and 
these classes fill the streets and 
cars. 

Many copies of New York daily 
papers are sold on the streets of 
Yonkers, but it is evident that 
these do not reach the whole pop- 
ulation. So large a community has 
important news of its own that is 
wholly omitted in the New York 
dailies, and to supply this local 
news the city has two daily news- 
papers, the Statesman and Herald, 
both published in the evening. 
Neither of these papers has made 
a practice of furnishing satisfactory 
statements to Rowell’s Directory. 
Both are at present credited with 
the “H” rating, which signifies the 
editor’s belief that they print ex- 
ceeding 2,250 copies per issue. 

At the Statesman office a tall, 
spare, tidy, middle-aged man was 
talking through the telephone. 
When he had finished it was ex- 
plained to him that Printers’ INK 
contemplated an investigation of 
each city in the United States cap- 
able of supporting a daily paper, 
and that information interesting to 
general advertisers was wanted. 
He did not seem greatly interested. 

“Does the Statesman claim more 
circulation than the Herald?” 

“No. We claim less. The Her- 
ald claims 4,700, while we are satis- 
fied with 3,200. But we have that 
much circulation, while the Herald 
has only 2,000. We have means of 
knowing this.” 

“Which paper would you use to 
cover Yonkers if you were the ad- 
vertising manager of, say, the 
Force Food Company?” 

“I believe the Statesman would 
be best. But the Herald carries 
the most general advertising. Our 
patronage is almost entirely local.” 

“ hy ?” 

“The Herald gives a better rate 
for general business. We charge 
the same rate as that for local ad- 
vertising.” 

At the office of the Herald a 
young woman went upstairs to 
find the publisher of the paper, and 
returned with a vigorous, ruddy, 
gray-haired man, dressed in the 
garb of a Roman Catholic priest. 
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“You’ve come in at the wrong 
time,” he said, “for my brother, 
Frank E. Xavier, who publishes 
the Herald, is out.” 

“Perhaps you yourself can tell 
PrinTERS’ INK whether a man with 
such a commodity as Force to ad- 
vertise ought to use the Herald 
or the Statesman in Yonkers. 
Wouldn’t it be wisdom for him to 
use both?” 

“T don’t think so. The Herald 
now has a circulation twice that 
of the Statesman. We claim 6,000, 
which is more than double that 
of all the Democratic papers in 
Westchester County combined. The 
Yonkers Herald is an old paper, es- 
tablished in 1846, but until eight 
years ago it amounted to very little. 
At that time I was publishing the 
Home Journal and News, a week- 
ly Roman Catholic paper originally 
started by the young men of St. 
Joseph’s Catholic Church. The 


Herald office printed this weekly, 
and we eventually acquired the con- 
trolling interest in the stock. The 
policy of the Herald was immedi- 


ately changed. We started an agi- 
tation for parks in Yonkers, and 
got them. We got free baths. We 
got a public weighing scale for 
coal, and then we demanded that 
the city’s tax lists be published as 
evidence that there was no dis- 
crimination in assessments. When 
the municipal government demur- 
red we offered to print the tax lists 
free, and carried our point. At the 
same time the Herald was made 
a live medium for local news. Only 
a digest of general news is publish- 
ed, but our reporters cover West- 
chester County every day, and the 
news they gather has built the Her- 
ald up to its present circulation. 


We seek general advertising, and- 


have carried the Ivory Soap busi- 
ness two years. The Herald also 
carries all the suburban advertising 
in this city of the New York de- 
partment stores. It is distributed 
all over the county by our own car- 
riers, but handled in Yonkers en- 
tirely by newsboys and dealers.” 
Father Xavier—who is an Irish- 
man with a Spanish name—said 
that of the 60,000 people now in 
Yonkers fully 38,000 are Roman 
Catholics, embracing Irish, Hun- 
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garians, Italians, Russians, Slavs, 
Poles and Greeks. The city jg 
growing at so fast a rate that rents 
have been raised as much as forty 
per cent this spring owing to scar- 
city of dwelling places. While the 
retail business done in Yonkers jg 
enormous, it has been found that 
35,000 people go into New York in 
a single week on the trolley cars 
alone, most of them being shoppers, 

Both the Herald and Statesman 
are six-page papers. The Herald 
seems to carry more local news 
than the Statesman, and serves it 
up in a more interesting way. The 
editor of the Statesman is rather 
fond of the scissors, and the paper 
bears marks of padding. It is Re- 
publican in politics, as the Herald 
is Democratic, but in neither paper 
is politics at all prominent. It 
would be difficult to say which 
sheet carries the greatest propor- 
tion of want ads, the patronage in 
both being slender. 

At the foot of Main street the 
trolley cars for pretty much all 
Westchester County have a termi- 
nal, and there were several dozen 
motermen and conductors gather- 
ed, waiting to go out. A brief 
canvass among them showed that 
all read Yonkers papers as well 
as New York dailies, and were 
about evenly divided between the 
Herald and Statesman. Several 
read both, and one husky motor- 
man expressed a decided prefer- 
ence for the Herald because it sells 
at a penny. The street price of 
the Statesman is two cents. An 
elderly bookkeeper in a neighbor- 
ing store said there was no doubt 
that the Statesman had five or six 


‘times as much circulation as the 


Herald. He was a careful, side- 
whiskered man, and looked as 
though he might be adept at figures. 
When asked whether he read the 
Statesman himself he replied em- 
phatically, “Yes, sir!” The young 
lady who sells papers, magazines 
and candy at the New York Cen- 
tral station said that she had often 
tried to get Yonkers papers for the _ 
newsstand, but just couldn’t seem 
to have them delivered ‘somehow. 
She read the Herald when she 
could get it. About the station 
were several newsboys with large 
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armfuls of New York evening pa- 
pers. Most of them had a few 
copies of the Statesman, but none 
of the Herald. When asked the 
reason for not carrying the latter 
paper one urchin said, “Aw—d’ 
Herald comes out too late an’ I 
got too much stock now.” | 

Aside. from considerations of 
rates, it would probably be well for 
a general advertiser entering Yon- 
kers to give both the Herald and 
Statesman careful consideration, 
for assuming that each has as 
much circulation as it claims it has, 
there are barely 10,000 copies to 
cover the city. Many of these 
probably go beyond its borders into 
Westchester County, which has a 
total population of 200,000. What- 
ever the actual circulation of either 
may be, it is reasonable to believe 
that none of it is wasted. Only 
one edition is printed daily, and 
probably every copy finds its way 
to a family. 

Neither the Herald nor the 
Statesman appears to see its way 
clear of late to furnish a satis- 
factory circulation statement to 
Rowell’s Newspaper Directory. 
The Herald did furnish such a 
statement for the year 1895, assert- 
ing that no issue that year was 
less than 4,432 copies. For 1896 
the Statesman made a claim in the 
same form to 3,200 copies: since 
then circulation claims from each 
office have been too indefinite to be 
useful to the Directory editor, who 
accords to each an “H” rating, 
which means an average issue ex- 
ceeding 2,250 copies. His next 
highest rating would be “G,” mean- 
ing exceeding 4,000 copies. This 
is more than the Statesman claims. 
It is evident that an advertiser 
thinking of using local papers in 
Yonkers would finally decide to 
use both or neither. Doubtless the 
Herald at its- lower price does 
print more copies than the Siates- 
man, while the Statesman, taken all 
in all, goes into homes that have 
larger purchasing power. Every 
copy of the Statesman, whether 
bought by the day or year, costs 
twice as much as a copy of the 
Herald, and it is an axiom that 
what people pay most for they 
value highest. 


PRINTERS’ INK OFFERS TO 
DO WORK FOR MONEY. 


DENVER THE FIRST FIELD EXPLOITED. 


In a recent issue of PRINTERS’ 
INK there appeared a page adver- 
tisement with the heading reprint- 
ed above. The substance of the 
announcement was as follows: 


Publishers in towns that support a 
daily paper, or more than one, and who 
have confidence that the more the world 
knows about them and the field they 
occupy the better it will be for them, 
their field and the world, are advised to 
read the newspaper reviews now being 
published in Printers’ INK, and to note 
that Printers’ INK is prepared to in- 
vestigate any field to which its attention 
is invited. 

The conditions upon which the exami- 
nations are made and the reports pub- 
lished are these: 

Everything that appears as reading 
matter in PRINTERS’ INK goes in free. 

The reporter who visits the field will 
report the conditions as he finds them, 
and his report will not be exhibited to 
local publishers until after its appear- 
ance in PRINTERS’ INK. 

It is intended to visit and report upon 
every American town in which a daily 
paper is issued. The time of the visit 
and report will be at the convenience 
of Printers’ INK. 

If a special report at a specified time 
is desired it will be made, but in such 
case the interested parties will be re- 
quired to advance a sum sufficient to pay 
the reporter’s expenses. This sum will 
in no case be less than $50.00 nor in 
any case over $250.00, except for towns 
beyond the Mississippi. 

Those who pay the cost of the in- 
quiry will have no privileges or better 
treatment than will be extended to those 
who have no share in the expense. 

The benefit, if any, will come from 
having the advertising public better in- 
formed abowt facts and conditions as 
they do ex.st instead of as they are 
supposed to exist or did at one time 
exist. 

Interested parties are invited to ad- 
dress Printers’ Ink, No. 10 Spruce 
street, New York. 


The first person to respond to 
this invitation was Mr. George A. 
McClellan, of the Indiana Star 
League, who came personally to the 
office of Printers’ INK to discuss 
the matter, and to whom, at his 
request, the following letter was 
afterwards written: 

New York, April 20, 1904. 
Mr. Geo. A. McClellan, The Star 

League, Indianapolis, Ind.: 

Dear S1tr—I beg to confirm my con- 
versation of even date with you regard- 
ing the proposition which PRINTERS 


INK makes on the last cover page in its 
issue of April 20. I have taken note 
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of your desire to have the Indianapolis, 
Muncie and Terre Haute situation in- 
vestigated and remain awaiting your 
further advice in the matter. I trust 
you may be able to get your neighbors 
interested enough in this matter to se- 
cure their co-operation. 

With kind regards, I am, 

Yours very truly, 
Printers’ INK, 

(Signed) Chas. J. Zingg, Business Man- 

ager and Managing Editor. 


In response Mr. McClellan wrote 
a week later as follows: 

INDIANAPOLIS, Ind., April 27, 1904. 
Mr. Charles J. Zingg, Editor Printers’ 

Ink, New York City: 

_ Replying to your recent letter regard- 
ing investigation of Indianapolis news- 
cores: I have taken the matter up with 

r. Johnson, of the Indianapolis News, 
and am just in receipt of a letter from 
him, from which I quote as follows: 

“We should have to know exactly what 
scope the proposed investigation of cir- 
culation by Printers’ INK would take, 
and full particulars, before we would 
go into it.” 

I would suggest that you write Mr. 
Johnson and also write me more fully 
regarding the matter. 

Very truly yours, 
Tue Star LeEaGcue, 
G. A. McClellan, Vice-Pres. & Treas. 


In answer to this the letter re- 
produced below was sent: 

New York, April 29, 1904. 
Mr. G. A. McClellan, Vice-President, 
The Star League, Indianapolis, Ind.: 
Dear S1r—Replying to your letter of 
April 27, I inclose the page advertise- 
ment, taken from a recent issue of 
Printers’ INK, wherein is set forth the 
terms under which Printers’ INK will 
attempt to make investigation of newspa- 
per conditions. That advertisement tells 
the whole story. I have nothing to add 
to it and can take nothing from it. 

Yours truly, 
Cuas, J. ZINGG. 


The inclosure was a copy of the 
original announcement that PRINT- 
ERS’ INK is willing to do work for 
money. 

Since the writing of the last let- 
ter nothing further has been heard 
from Indianapolis; although it by 
no means follows that nothing more 
will be heard. ‘ 

The next exhibition of interest 
came from Denver. The corre- 
spondence is reprinted below: 

Denver, Col., April 23, 1904. 
Chas. J. Zingg, Editor Printers’ INK, 

10 Spruce St., New York City: 

Dear Str—We note in issue of 
Printers’ INK of April 20 several ar- 
ticles and also advertisement in regard 
to examination of circulation. 

The Post has had a standing offer for 
some time back of $1,000, payable to any 
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individual, firm or committee who would 
succeed in securing an investigation into 
the circulation of the News and Times, 
incidentally also to make an investigation 
of the Post, and we are now ready and 
will gladly pay the amount mentioned 
to you or your representative, if you 
will secure the consent of the publishers 
of the News and Times and send a man 
here to make a thorough investigation 
into the circulation of the News, Times 
and Post, the only proviso being that 
the result of such investigation shall 
be made public. The manner of this 
publicity can be as you suggest, that the 
first publication be made in the columns 
of Printers’ INk. 

You will understand that what we re- 
quire is an _ investigation which will 
show conclusively the number of copies 
printed by each of the papers mentiond., 
An early reply will greatly oblige, 

Yours very truly, 
Tue Denver Post, 
Fred W. Feldwisch, Business Manager. 


New York, April 26, 1904. 
Mr. Fred. W. Feldwisch, Business Man- 
ager Post, Denver, Col.: 

Dear Sir—We have your letter of 
April 23 referring to the offer put forth 
by Printers’ INK to make investigations, 
at any specified point, for a reasonable 
compensation. We are willing to make 
such an investigation for Denver, and, 
although it is situated so far beyond 
the Mississippi we will not demand for 
the service anything in excess of the 
price mentioned in the announcement 
referred to. If you choose to send a 
check for $250, we will dispatch a com- 
petent man to Denver, with instructions 
to investigate and report upon the news- 
paper situation as he finds it, and will 
publish the result. Awaiting your fur- 
ther commands, I am, 

Your obedient servant, 
Cuas, J. ZINGG. 


Denver, Col., April 29, 1904. 
Chas. J. Zingg, Editor Printers’ INK, 

10 Spruce St., New York City: 

Dear Sir—We have your favor of the 
26th inst., and we are inclosing herewith 
draft for $250, in accordance with your 
proposition to send a man to Denver to 
examine the circulation of the Denver 
newspapers. There are four papers in 
Denver, the Rocky Mountain News, the 
Denver Times, Denver Republican and 
the Denver Post. 

We leave it entirely in your hands as 
to the method to be pursued in making 
the necessary investigation, and can 
only say that every facility will be ac- 
corded your representative as far as our 
office is concerned. Everything is wide 
open and he has perfect liberty to go 
into any department or look over any 
of our books at any time or in any 
manner he may see fit. We-only fe- 
quest that you get him here as soon 
as possible, because we are anxious to 
have the investigation made. 

Yours very truly, 
THe Denver Post, 
Fred W. Feldwisch, Business Manager. 


The proposed investigation of 
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the newspaper conditions in Den- 
yer will be the first instance where- 
in Printers’ INK or the American 
Newspaper Directory has ever con- 
sented to do such work for a money 
consideration. It will be interest- 
ing to observe whether it shall 
prove possible to perform such a 
service and preserve a reputation 
for fairness and impartiality. That 
everybody shall be pleased is a 
thing not to be expected, but it may 
be hoped that the work can be done 
in such a way as will convince the 
reader of the report that the inves- 
tigation was conducted with intelli- 
gence and the report written in 
good faith; that it, in fact, mirrors 
the situation as it exists. 


s ceidhsaiilas Wage 
THE LITTLE FELLOWS WANT A 
CHANCE. 

Mipptetown, Conn., May 4, 1904. 

Editor of Printers’ INK: 

I have just received the complimentary 
copy of Printers’ INK sent me and have 
read with much interest that part of 
it devoted to the daily newspapers of 
Middletown, Conn. I have no criticism 
to offer other than that your represen- 
tative seems to have shirked his duty in 
not calling on me, and I would suggest 
that you “dock” his pay to that extent. 

Even admitting that my esteemed 
contemporary is the “leading paper,” and 
that sundry citizens so stated, also that 
the street-car conductor had failed, in 
attending to his arduous duties in so 
large a city, to become acquainted with 
our location, yet I feel that your rep- 
resentative slighted me in not making a 
minute search for our modest quarters, 
which are next door to the express 
office, within a stone’s throw of the 
court house, police station, lawyers’ 
block, postoffice and two leading hotels, 
and in the heart of the business dis- 
trict, Incidentally I might mention that 
“The Tribune” in letters a foot high 
adorn the glass front of our business 
office, and it is possible your representa- 
tive may be near or far-sighted; perhaps 
he would appreciate well fitted eye- 
glasses. 

I think your investigation an excellent 
thing, but you ought not give us little 
fellows the go-by in the general canvass. 
We do count for something, although 
we do not claim to be the whole thing. 

Yours truly, 
Cuartes E. Perkins, 
Publisher Tribune. 


ei iit eel 
“PLeapincs in Civil Action,” a law 
work published by the Lawyers’ Co- 
operative Publishing Co., Rochester, ». 
+ is effectively advertised in a booklet 
containing nothing but the prefaces and 


a very complete table of contents. This 
method might be adapted to many kinds 
of books, particularly those of a techni- 
cal nature, for little more can be added 
to the argument. 





1903 A RECORD YEAR 


FOR THE 


Chicago Record-Herald 


Among Chicago morning news- 
papers the advertising published in 
1903 as compared with 1902 shows 

HE RECORD-HERALD gained 706 
columns 71 lines. The Tribune lost 
860 columns 212 lines. The Examiner 
and Sunday American lost 2,707 col- 
umns 99 lines. 

This, notwithstanding THE REC~ 
ORD-HERALD refused to publish many 
advertisements accepted by other 
papers, and all the rates of THE REC- 
ORD-HERALD are on its rate card. 
The only morning paper in Chicago 
that dare publish its circulation. 


The average circulation for 
1903: Sunday, 191,317; 
Daily, 154,218. 

The largest two-cent circulation in 


the United States, morning or even- 
ing. 














“Tue Handwriting on the Wall” is a 
clever adaptation of this Bible story to 
the business penmanship department of 
Boyle’s College, Omaha. Specimens of 
students’ work show the sort of hand- 
writing in demand among employers. 


MANUFACTURERS! 

I have a most interesting advertising proposi- 
tion to make to you. I believe it means more 
business for you at little cost. Isn’t it worth 
2 cents to find out whether this is so or not f 

ADOLPH EISEMAN, 
- Business Builder,” 


The : 
11 West 2ist Street, . New Yor«. 








Everybody who uses the English 
language should subscribe for 
“CORRECT ENGLISH— 

How to Use it”’ 
A MONTHLY MAGAZINE 
JOSEPHINE TURCK BakKER, Editor. 
$1.00 a year 10c. a copy 
Ask your newsdealer or 
CORRECT ENGLISH, Evar ston, Ill. 
Representation in large cities desired. 


ENS, Pa TeIER ETT 
679 COPIES PER ISSUE 


was the average circulation during 1903 
for the 1450 local weeklies of the ATLAN. 
TIC COAST LISTS. Almost a Million a 
Week and no return copies. $3.65 per 
line on 500 line contracts, These papers 
are nearest to the hearts of the country 
ple. They control their pocketbooks. 
1! ooklet free. 134 Leonard St., N. Y. 
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AN INTELLECTUAL TREAT 
AWAITS HIS LEISURE., 


The other day Mr. Crossman, 
assistant secretary of the Associa- 
tion of American Advertisers, was 
asked if he had read the article 
entitled “Three Richmonds in the 
Field,” on page 10 of PrinTers’ 
InxK for April 20. He said that he 
had. 

“Would you caré to state why 
Mr. Seaver left your association 
to set up an independent service in 
Albany?” was asked. 

“Well—er—I really cawn’t say 
that I would. It’s a matter not 
suited to publication. There’s 
nothing to conceal, you know, but 
I cawn’t say that I see where the 
point comes in. For a man to 
leave the service of an employer 
« d set up for himself is a proced- 
ure very common in business, and 
quite insignificant, ordinarily. If a 
newspaper publisher were to write 
us regarding Mr. Seaver, however, 
we should be very prompt with our 
reply. That reply would not re- 


flect upon Mr. Seaver.” 

“Will Mr. Seaver’s bureau of cir- 
culation examinations hurt the A. 
A. A. in any way?” 

“There are no indications at pres- 


ent that it will. Since March 1 we 
have added several new members, 
among them being the Carter Med- 
icine Co., New York, the Emerson 
Drug Co., Baltimore; Cluett, Pea- 
body & Co., New York; the G. 
Mennen Chemical Co., Newark, 
and James Buchanan & Co., Ltd., 
makers of Black and White Whis- 
ky.” 
“What does the Association of 
American Advertisers think of the 
reports upon daily newspapers that 
are being published in PriNTERS’ 
INK?” 

“The association has no official 
opinion on that point, that I know. 
But for myself I can say that we 
always welcome workers in the 
field. We proceed upon the belief 
that all information on circulations 
and advertising conditions general- 
ly is good, and that one cawn’t 
have too much of a good thing, 
you know.” 

“Is that your attitude toward 
Mr. Seaver’s bureau?” 


PRINTERS’ INK, 


“Most assuredly. We welcome 
all workers in the field.” 

“Have you read the reportsion 
duily papers in PRINTERS’ INK, Mr 
Crossman ?” Lae 

“I read the first one, I believe, 
and took the others home to read 
at leisure.” 

“What is your opinion of them?” 

“Why—er—I must say that they 
are interesting and sprightly as 
chatty gossip about daily papers, 
But the plan and scope of investi- 
gation is far removed from the 
work of the Association of Ameri- 
can Advertisers. The cities treat- 
ed are considered purely from the 
newspaper standpoint, while the as- 
sociation investigates billboards, 
street cars, magazine circulation 
and general advertising conditions 
in the cities visited. Its reports 
on newspapers consist either of 
figure ratings based on actual ex- 
amination of the books, or upon 
careful estimates when the publish- 
er will not permit an investigation. 
The articles in PRINTERS’ INK are 
very chatty, however, and bright. 
I was quite entertained by the one 
I read, and I dare say that they 
are entertaining to general adver- 
tisers who use newspapers in the 
towns you have investigated.” 


WHAT SOME RAILROADS SPEND. 


In the East we have only two great 
local systems, the Consolidated and the 
Boston and Maine, each of which spends 
thousands of dollars annually in news- 
paper and pamphlet advertising, but it is 
when we go west of the Hudson that 
we find full appreciation of the value of 
printer’s ink. Seven of the great sys 
tems of the country last year spent the 
enormous sum of $1,265,000 to advertise 
their lines, and that does not represent all 
the money expended, although these are 
all the statistics we have at hand. Here 
is the list as we have it: New York Cen- 
tral, $348,457; St. Paul, $150,647; Erie, 
$84,335; Baltimore and Ohio, $147,564; 
Northwestern, $260,947; Atchison, $251, 
532; Southern, $76,438. — Sprin, 
News. 


——_-@o—___—_ 
1,000 BOOKLETS~ 
7 
For $12.00 
8 pages, size 3% in. x 5% In. 
First-class woodcut pr, any color ink 
you want. Excellent dispia: = | first-class 
presswork Copy prepared for small addi- 
tional charge. ple mailed free. 


Address PRINTERS’ INK PRESS, 
51 Rose STREET New YORK 
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Wad YOU SHOULD 
SUBSCRIBE TO PRINTERS’ INK! 


PrinTERS’ INK has always been a practical journal of ad- 
yertising. It was the pioneer in this field. It is still the best. 
Its circulation has until now been confined chiefly to men actu- 
ally engaged in advertising, no special effort being made to put 
it into the hands of young men and women in other fields de- 
sirous of studying the subject. 

* 


* * 


Modern advertising has grown to a point where it is 
necessary for PRINTERS’ INK to widen its scope. Wrong im- 
pressions have been created as to the fabulous salaries paid 
advertising men. The profession has been exploited as an easy 
road to wealth—which it is not. Advertising as a calling is as 
well paid as any other field of business endeavor and offers as 
good opportunities for advancement. 

* * * 

Printers’ INK holds out no false ideas and vigorously 
opposes the “ get-rich-quick ” sentiment. To the business man 
or woman who will read our journal for a year, week by week, 
intelligently and studiously, it will give a clear, practical insight 
into advertising as it is actually applied to the whole field of 
business. It will tell how bright men plan and manage public- 
ity. It gives tangible experience, aiming to set forth what has 
been accomplished rather than what has been said. 

#* * * 


PRINTERS’ INK teaches by example, not only advertising, 
but principles and practice, which are really the foundation of 
advertising. During fifteen years the “ Little Schoolmaster in 
the Art of Advertising” has been the meaas of increasing the 
earning power of hundreds of business men. The paper has 
grown with advertising and creates methods which its intelligent 
readers turn to account in many ways. 

* * * 


t 

As a consequence it is to-day at the head of the advertising 
world in this and also in foreign countries, where its sale is in- 
creasing. Its best reference is any advertising man. 

* * * 

Every business man who is in any form interested in adver- 
tising should be a reader of PrinTERS’ INK. The annual sub- 
scription price is five dollars per year—less than ten cents a 
week. Sample copies ten cents. A three months’ trial subscrip-- 
tion will be entered upon receipt of one dollar, Published 
every Wednesday. 

Address Business Manager of 


PRINTERS’ INK, 
10 Spruce Street, New York. 
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PRINTERS’ INK. 








THE WANT-AD MEDIUMS 
OF THE COUNTRY. 








{=~ Printers’ Ink has always held that newspapers which 
carry the largest number of want advertisements are closest 
to the hearts of the people, and are for that reason not only 
prosperous, but of a distinct profitableness to an advertiser, 


)=3~ Publications entitled to be listed under this heading 


are charged 10 cents a line a week. 


ARKANSAS. 


GaZETTE, Little Rock, estab- 
Arkansas’ leading and most 
widely circulated newspaper. Average, 1903, 
8,211 copies. 
The GAZETTE carries more Want ads than all 
other Arkansas papers combined. Rates, Ic. a 
word. Minimum rate 


CALIFORNIA. 

HE Tres prints more “Want” and otherclas- 
sified advertisements than the other five 
newspapers in J.os Angeles combined. it is the 
medium for the exchange of commercial intelli- 

gence throughout the w hole Southwest. 
Rate—ONE CENT A WORD FOR EACH INSERTION, 
25 cents. Sworn daily average 
opies. Sunday circulation 

copies. 


minimum c 
for year 1903, 36,656 c 
regularly exceeds 51 | 


COLORADO. 
5 te Denver Post, Sunday edition, May 1, 1904, 
tained 3,161 classified ads, a total of 74 5-10 
columns. The Post is the big Want medium of 
the Rocky Mountain region. The rate for Want 
advertising in the Post is five cents per line 
each insertion, seven words to the line. 


CONNECTICUT. 
[HE Meriden (Conn.) RECORD is the only two- 
cent newspaper published in this city. It 





covers @ prosperous territory having a popu- 
lation of more than 50,000. 

The Meriden RECORD is the leading Want ad 
medium in this section of Connecticut. 

The Want ad rate of the Meriden RECORD is 
% cent a word a day, or 2% cents a word for 
seven consecutive days, for all Want and clas- 
sified ads not of a business nature; if of latter 
class, one cent a word a day. 


DELAW ARE. 
MPHE Wilmington EVENING JoURNAL links ad- 
vertisers and buyers. Its wants tripled in 
six months—\ cent a word. 


TT‘ BRE Wilmington MorninG News is the paper 
for results—for “Wants” and other classi- 
fled advertisements. Only morning paper. 


DISTRICT OF COLUMBIA. 
Tz Washington, D. C., EVENING STAR (QO) 
carries DOUBLE the number of Want Aps of 
any other paper in Washi: mand more t 
all of the other papers combined. 
MAKE COMPARISON ANY DAY. 


GEOKGIA. 


HE Atlanta JouURNAL carries three times as 
many Wants as its chief competitor. 


ILLINOIS, 

T= Chicago DaILy News isthe city’s ‘Want 

ad” directory. It published oo the year 
1903 10,781 columns of “classified” vertising, 
a 634,626 individual advertisements. 
Of these 205,556 were transmitted to the DaILy 
NEws office by telephone. No free Want ads are 
published. The DaiLy News righty excludes all 
objectionable advertisements. “Nearly every- 
body who reads the —s language in, around 
or ut Chicago ri the DaiLy News,” says 
the Post Office Review. 


Six words make a line. 


INDIANA. 


ERRE HAUTE Stak carries more Want ads 
than all other ‘lerre Haute dailies. 


HE MARION LEADER is acknowledged the best 
result getter for classified advertisers, 
One-half cent per word each insertion. 


UNCIE STaR carries more Want ads than 
any other Indiana morning newspaper, 
with the exception of the Indianapolis Stak. 


J SDIANSTOLIE Star since January first has 
more than doubled the volume of its Classi- 

fied advertising. On Sunday, April 10, the Star 

carried more than two full pages of Want Ads. 


a Indianapolis NEws in 1903 printed 125,84 

more classified advertisements than all 

other dailies of dianapoli bined, and 

printed a total of 264,123 separate and distinct 
paid Want advertisements. 

KENTUCKY. 
TT" Owensboro DaILy INQUIRER carries more 
Want ads every week than any other Owens- 


boro newspaper carries in any month. Eighteen 
words one week, 25e. ’ ~ 


MARYLAND. 
‘THE Baltimore News carries more Want Ads 
than any other Baltimore daily. It is the 
recognized Want Ad medium oi itimore. 


MASSACHUSETTS, 
HE Brockton (Mass.) DAILY ENTERPRISE 
carries more than a solid page of “Want” 
ads—30 words 5 days, 25c. Copy mailed free. 
HE Boston GLoBE, daily and Sunday, carries 
more Want ads than any other paper in New 


England because it brings results to the adver- 
tiser. A trial convinces. 


MINNESOTA, 
JGURES that prove that the Minnea 
JOURNAL carries the most “Want ads”of any 
daily paper in the Northwest: 
Journal. 
2,980 cols. 
‘03 “ 


abe 18 “ 
263 “ 145 “ 





Nearest Daily 

Competitor. 
1,900 cols. 
118 


Ts MINNEAPOLIS TRIBUNE is the recognized 
Pa Want ad medium of Minneapolis and has 


n for many 
apolis daily an 
which is more than 20,000 eac! 
above any other Minneapolis daily. 
edition alone has a larger circulation in Minne- 
apolis than any other evening paper. pu 
lishes over 80 columns of Want advertisements 
every week at full price, no free ads; price covers 
both morning and evening issues, No other Min- 
neapolis daily carries anywhere near the num- 
pa of Wanted advertisements or the amount in 
volume. 


MISSOURI. 
HE Kansas City Times (morning), The Kansas 
City STAR (weuina) ca all of Kansas 
oa yay pages a Pm bo Y rey 
nD over eig! ot pa ants 
Bunda; , The reason—because everybody in 
Kansas City reads the Times and the STak. 
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1 lin GuosE is the leading daily in the 
Pre eel canes Lead and Zine Mintr dis- 
trict. Circulation over 11,000. A page of Want 
ads. Send for sample copy. 


HE Kansas City JOURNAL (every mornied 
including Sunday), one of the recog’ 
Want ad mediums of the United States; 21 tons 
columns paid Wants Sunday; 7 to 10 columns 

daily. Kate, 5 cents a line. 


NEBRASKA. 
HE L‘ncoln DatLy Stak, the best ‘‘Want Ad” 
: me jium at Nebraska’s capital, Guaranteed 
circulation exceeds 12,000 daily. Kates, 1 cent 
rword. Special Saturday rate, 15 words only. 
times, 15 cents, cash. DAILV STAR, Lincoln, Neb. 


NEW YORK, 

HE Post-ExPrEss is the best afternoon Want 

ad-medium in Rochester. 
HE T1imEs-UNION, of Albany, New York. Bet 
ter meaium for wants and ciher classified 
matter than any other paper in Albeny, and 
tees a circulation greater than ai! other 

ly papers in that city. 

N New York City the STaats ZerTuNG (OO) 
isthe leading German daily, carrying the 
largest amount of Want advertisements. It 
reaches the great masses of intelligent Germans 
in and around the great American metropolis. 


HE EvENING Malt of New York City. “Want 
Ads” in New York’s leading evening news- 
paper are read by well-to-do people. If you are 
desirous of reaching classes and looking for sure 
results send for rates. “Agents Wanted,” one 


cent ad word; other advertising correspond- 
ingly low. 


puter INK, published weekly. The rec- 
ognized and leading Wantad medium for 
want ad mediums, mail order articles, advertis- 
ing novelties, printing, typewritten circulars, 
rabber stamps, office devices. adwriting, half- 

a anything which 
interests and appeals to advertisers and busi- 
ness men, Classified advertisements, ten cents 
a line per issue flat ; six words toaline. Sample 
copies, ten cents. 


ono. 
of ba Dayton, O., HERALD has the callfor classi- 
fied advertisements in Dayton. It’s the 
home paper and gives results, 


et 4 MANSFIELD NEWS publishes daily more 
Want ads than any other 20,000 population 
newspaper; 20 words or less 3 consecutive times 

or less, 25c.; one cent per each additional word. 


‘THE News’ price for want advertising is twice 
that of any other paper in Dayton, and it 
carries 40 per cent more than its nearest com- 
petitor. During the year 1903 it gained 33 per 
cent over 1902, and carried 5.954 more wants than 
its nearest competitor. 
HE Cadiz, Ohio, REPUBLICAN (weekly) pub- 
lishes a free ‘‘Wants” and “For Sale” col- 
umn, containing brief notices for farmers and 
other paid-in-advance subscribers. Free notices 
published one time only; all others one cent a 
word. Average space used, 15 to 25 inches each 
week, The most popular column in the paper. 
Average circulation for 1963, 2,853. 


PENNSYLVANIA. 
THE Chester, Pa., Times carries from two to 
five times more classified ads than any 
other paper. 


HHILADELPHIA -- The EVENING BULLETIN. 
If you have not received the right returns 
from your Want advertising in Philadelphia, 
try the BULLETIN. BULLETIN Want Ads pay, 
use in Philadelphia Nearly Everybody 
Reads the BULLETIN. BULLETIN has by 
many thousands the largest city circulation 
of any Philadelphia newspaper, and goes daily 
into more Philadelnhia homes than any other 
medium The BULLETIN will not printin its 
classified columns advertisements that are mis- 
leading or of a doubtful nature; nor those 
carry stamp or coin clauses; nor those 
that do not offer legitimate employment. 
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RHODE ISLAND. 
GLANCE at the ‘Want” of the Provi- 
dence, R. L, Datty News will convince an; 
reader that it stands second to none in Provi- 
dence as a “Want” ad medium. We make a 
specialty of this business. One cent a word first 
time, 4 cent subsequent insertions, 


TEXAS. 
ORT Worth SuNDAY TELEGRAM—8,400 paid. 
Wants, 1 centa word. A sure puller. Test 
solicited. 


EXAS STOCKMAN-JOURNAL, Fort Worth—Only 
. exclusive stock paper in Texas, Circula- 
tion 12,000. Wants, 1 cent a word. 


VIRGINIA, 
T= NEws LEADER, published every afternoon 
except Sunday, Richmond, Va. Largest 
circulation by long odds (27,414 aver. | year) and 
the recognized want advertisement medium in 
Classified advts., one cent a word per 
cash in advance; no advertisement 
ited as Jess than 25 words; no display. 


CANADA, 
4 Ne Montreal Dany Stak carries more Want 
advertisements than ail other Montreal 
dailies combinea. The FamMILy HERALD AND 
WEEKLY STAR carries more Want advertisements 
than any oiher weekly paper in Canada. 
"THE Toronto DaiLy STAR is necessary to 
advertiser who wants to cover the Toront) 
field. It is the paper of the present and the fut- 
ure. Sworn daily average circulation, 30,128. 
MORONTO Evenine TELEGRAM. Is it a “Want 
Ad” medium! In April the office received 
22,692 “‘ letter box’”’ replies to its classified ads. 
34,222 individual classified ads. were published 
during the same month. The TELEGRAM is a high 
grade, ettective medium. 
T= Winnipeg FREE PRESS 
“Want” advertisements than any other 
oe paper in Canada and more advertisements 
of this nature thun are contained in all the other 
daily papers published in the Canadian North- 
west combined. Moreover, the FRRE PRESs car- 
ries a larger volume of general advertising 
than any other daily paper in the Dominion. 
me 
ADVERTISING IS A GOOD SOLICI- 
TOR, BUT A POOR COLLECTOR. 
Collecting accounts cannot be done 
through advertising, although many 
merchants seem to think it ought to 
prove effective. A familiar sight in the 
weekly newspapers of the northwest is 
the following card: 
: All parties indebted to me are re- : 
: spectfully asked to call and settle : 
: within the next few weeks, as H 
: need the money. : 


eee eee eseeserees 


coun! 


White the invitation is general the 
response is always what one might ex- 
pect from that kind of a collector. But 
the real results of such a card as this 
are to be found in the impressions they 
make on the minds of the public. 
When the public learns that any mer- 
chant is badly in need of money it thinks 
that the trade band wagon is not run- 
ning in his direction. The public likes 
to ride on the band wagon, to march 
in the big procession. It likes to trade 
at the successful store where the proprie- 
tor is never hard up. Such an appeal 
gives the public just the impression that 
it should not have of any business house. 
It tells the public altogether too much 
about the affairs of the store.—The 
Hardware Trade. 


Tue Montreal Star’s weekly edition 
as a mail order medium is set forth in 
a tiny booklet containing live opinions 
from live mail order advertisers: 
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No amount of money can buy a place in this list for a paper not having the 


requisite qualification. 


Advertisements under this caption are accepted from publishers who, accord- 


to the 1908 


issue of the American Newspa 


per Directory, have submitted for 


in 
- edition of the Directory a detailed circulation statement, duly signed and dated, or 


have supplied a similar statement for the 1904 issue of the Directory, now unde 


vision and to 
characterized by a 


oing’ Te- 


issued in April, 1904. Such circulation figures as are Mentioned last are 


These are peaenity eueneeed & the eo who believe that an advertiser has a right 


to know what he pays his hard 
The biac 


figures denote hee 1. am issue for the year indicated. The light-faced 


number in brackets denotes the page in the American New spaper Directory which con- 


tains the details of the publication’s character. 


Announcements under this classification, if entitled as above, cost 20 cents per 
line under a YEARLY contract, $20.80 for a full = 10 per cent discount if paid wholly in 


advance. Weekly, monthly or quarterly correctio 
can be made, provided the Wy! sends a statement in det 
tion 


dated, covering the addi 
paper Directory. 


ALABAMA. 
Anniston, Evening Star. Daily aver. for 1903, 
1,551. Republic, weekly ave aver, 1903, 2,216 ( %). 
Bismin ham, B irmingham News. Daily 
Sor 1903, 17,488 (2); last 6 months 1903, 18,0525 
guaran nt 
Birmingham, Ledger, dy. Average for /903, 
16,670 (%). E. Katz., 9 Special Agent, N.Y. 
epee: Advertiser. ave ate yy i. Av- 
ion for ete y 11,- 
ork “HNO, wi. 18,56 ok), - eet ook CH. 


ARIZONA. 
Bisbee, Review, daily. W. B. Kelley, pub. 


In 1902 no issue less than 1,250 (46). In 1903 no 
issue less than 1,750. 


Phoenix, Republican. Daily average for 1903. 
6,088 (:k). Chas. T. Logan Special Agency, N. Y. 
ARKANSAS. 

Fert Smith, Times, daily. In 1902 no issue less 


than 1,000 (53). Act average for August, 
September, October, 1903, 8,109. 


Little Rock, Arkansas Methodist. Geo. Thorn- 
burgh, pub, Actual average 1903, 10,000 (%). 


Little Reek, Baptist Advance, 7, Advance 
Pub. Co. (Ine.) Actual av., 1903, 4,550 (2). 


CALIFORNIA. 
0, Morning Republican, daily. Average 
wo 7903. 3,160 (). E. Katz, Special Agent, N. Y. 


Py Signs ofthe Times. Actual weekly 
verage for 1903, 82,842 (2). 


Oakland, Tribune, daily. Average for 1902, 
9,952 (75). Tribune ‘Publishing Company. 


Rediands, Facts, dail Daily average for 
1905, 1,458 (%). No weekly. , x 


San Di 
for 1902, 2, fa (80). 
seo, Argonaut, wee! 
at a po 9 - 


n Fran 
torisi2. 1s 10808). E. Katz, tz, Speci 


n Franelaco, Bulletin. R. A. Crothers. Av. 
on “1902, daily 49,159, Sunday 47,802 (80). 


San Jose, Evening Herald, daily. The Herald 
Co, Average for year end, Aug., 1902, 8,597 (86). 

San Jose, Morning Mercury, dai 
Publishing bo. Average for 1902, 6, Tee ise (86, 


San Jose, Pacific Tree and Vine G. 
Rohannan. Actual average, 1903, 618K). First 
three mente, 1904, 8,166. 


CONNECTICUT. 
aSSGet, HO Satin, ARG fey, 


Mertlden, Morning Recor Record and Republican. 
Daily average for 1903, 7,582 (2). 


= Doo Sun. Daily average 
_W. H. Porterfield, 2 


- ree 





ns to date showing increase of circulation 
tail, properly signed and 


period, in accordance with the rules of the American News- 


w Haven, Evening Register. daily. actual 


Ne 
av. for 1903, 18,571 (2); Sunday, 11, Doe (*). 


New Haven, Goldsmith and Silversmith, 
monthly. Actual average for 1903, 7,817. 


New Haven, Palladium, daily. Average 
1903, 7,625 (). E. Katz, Special Agent.’ 2 
New Haven, Union. Av. for 1903, 15 BBE) 
8’y 8,260 (+). H. Katz, Special A ye 
New London, Day, ev’g. Av. 1903, 5,618 (s) 
(115). ‘Gain over 1902, 2, 4155 3 3 mos. 1904, &, 642, 


Norwich. Bulletin, daily. Bulletin Co., pub- 
lishers. Actual average for 1903, 4,988 (+); first 
three months 1904, 5,178. 

Waterbury, Republican. Daily average 1903 
5,846 (+k) La Coste & Maxwell. Spec. Agts, N. Y. 


COLORADO. 
Denver, Post, daily. Post Printing and Pub- 
lishing Co. At verage for 1903, 88.798 (3). _Aver- 
age for March, 1904, 49,048. Gain, 10,478. 


(2 The absolute correctness of the latest 
circulation rating accorded 
the Denver Post is guaran- 
teed by the publishers of the 
American Newspaper Direct- 
ory, who will pay one hun- 
dred dollars to the first per- 
son who successfully contro- 

verts its accuracy. 


DELAWARE. 
Wilmington, Eve Average ir 
anteed oireulation for 190, 1 10.884 rete wi 


Wilmington, Morning Nev News. dail °° age 
lishing Co., pubrs. Av. for 1903, 9, 988 (3 


DISTRICT OF COLUMBIA. 
Washington |v. Star, —y F Ev. Star N 
paper Co. Average for'/903, $4,088 (sk) @. 
National Tribune, weekly. weekl Average for 1902, 
_| 104,599 (125), First sia mos. 1908, 412,268." 
cago. 


ith & Thompson, Rep., N. "Y. &’ Ohica 


FLORIDA. 


PS yesh Metro dail: jan. 1908;, 
8 (sk). Ave. ist 6 st 6 months, 1908 8 


prtrins Morning Tribune Tribune. dail 

bune Pub. Co, Average for 1903, 

GEORGIA. 

Aante, : Journal dy. Av. 1902, 87,828. Semii 
wy, 84,105 Present Present average, 89,884. 

Atlanta, News “Actual ¢ daily acee. 1908;, 
20.104 (2). Average March, ‘ot, B68 8 


Atlanta, Southern ag te] 
semi-mo. Actual average for 


Tempe Tt 
610 (). 


uae CE). 
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tte, Walker Co. Messenger, weekly. N. 
Ps oT pub. Av. for 1903, 1,640 (2). 


IDAHO. 


Capital News, d’y an Capital News 
Bole» cab. Aver. 4 rye 2,761 (3k), w'y 


Ptg. Co. 
$25 Gk) adi). 
ILLINOIS. 


” Oairo, Citizen, ab gge A gens, EAS () SS 
110 average 1903 ; 
Hie (saul daily, 7 188; weekly, 1, 125 


Champaign, News. In 1902 no issue less than 
1,100 daily and 8,400 weekly (163). In Novem- 
ber, 1903, no daily less than 2,400. 


Chie: Ad Sense, monthly. The Ad Sense 
(o.,pubs. "Actual average for 1902, 6,088 av) 


Chieago, Alkaloidal Clinic,monthlty. Dr W. 

ye raw? ty pub.; 5. DeWitt for lough, adv. mgr. 

circulation now 80,000. Aver. for 

oe months, 25,250 (2), reaching over 
poet my of the American ical profession. 


Chieago, American Bee Journal, 
Actual average for 1902, 7,485 (167). 
Chieago, Bakers’ Helper, monthly. H. R. 
Ulissold, Average for 1903, 4,175 (3%) (@®). 
Chicago, Breeders’ Gazette, stock farm ,week- 
ly. Sanders Pub. Co. Average for 1902, 60, 052 
(167). ‘Actual average i 1903, 67,880 (2) 
Chieago, Dental Digest, mo. D. H. Crouse, 
pub. Actual average for 1903, 7,000 (> 
Chicago, Grain Dealers Journal, s.mo. Grain 
Dealers Company. Av. for 1003, 4,854 (3) (@@). 
Chieago, Home Defender, mo. T. G. Mauritzen. 
Act. av. 1902, 5,409. Last 3 mos, 1903, a 


Ohicago, Journal Amer. Med. Assoc. - av. 
1908, 28,615 (2), Jain., Feb. ‘ait., Feb. Mar., 1904, 80. 25. 


Masonic Voice-Review,mo. Average for 1902, 
26,041 (182). For six months 1903, 26,166. 


Chiengo. Monumental News, mo. R. J. Haight, 
pub. Av. for year end. July, 1902, 2,966 (182). 


Chieago, Musical Leader & Concert-Goer, 
wy. Aver. year po Ay me 4, 18,548 (3). 


weekly. 


Chieago, National Harness Review, mo. Av. 
for 1902, 5,291 (183). First 8 mos, 1903, 6,250. 


Chieago, National Laundry Journal, semi- 
monthly, Actual av erage for Jor 1903, 4.968 copies. 


Park and Cemetery and Lat and Landscape Gardenin; 
mo. Av. for year ending July, 1902, 2,041 = 


daly tee ous Ck) Sunday 19 191,817 oe 


Chicago, Retailer’s Journal, mont Act- 
val average for 1903, 6,78 5 Ck). oat 


Chicago, The Operative Miller,monthly. Act- 
ual average for 1902, » 5,666 (183 83)." 


Chicago, Tribune, daily. 1 Tribune Co. In 1902, 
yA @@) (i 3 


East St. ln Fy Culture.mo. Poultry 


Culture * 
erage phy six months 1903, 14, $88. 


Evanston, Correct English: How to Use It, mo. 
Actual aver. year end’g March, '04, 10,000 (3). 
Kewanee, Star-Courier. Average 1903. 
daily 8, 088(), weekly 1,414 (sk). yhug rT 
anteed circulation daily for laily for Jan’y, i004, 8,180. 


Peoria, Star, eveni ana Sunda: 
Actual sworn ave rage for ge for 1902, 28,74 


Roekford, Re; ster Gazett azette. av. for 1902 
554, s.-wy. 7,052 (293), ge HN 150 Nassau. 


SZ (192). Av- 


morning. 
(219). 


Roekford, Repablie, dail 
Sor 1908, 6,540 (3), La Vosks & Maxwell, N. ¥ pg 





INDIANA. 
Eveneviile, Conrier, daily and 8S. Courier Co., 
pub. Act. av, 02, 11,218 (244). Sworn av. ’03, 12, 
G18. Smith & Thompson, Deon, Sp. 2 Rep.,N.Y. & Ch noes, 


Evanaville, Journal-News, Av. 3, Dy 
18, 852(% ,S’y 14,120(h). EL. Katz, Dp Agt. N.Y. 


Goshen, ookion Gm, a: Average for 
1902, 25.501 (247). A persist medium, as 
housewit every issue for daily reference. 

oo PS News, dy. Aver. net sales in 1903, 
69,3385 (3); March, 1904, 74,808. 


Lafayette, Morning Journal, ye & Sworn 
average 1903, 4,002 (%); March, 1904, 4,574. 


Marion, Leader, daily. W.B. Westlake, pub. 
‘aatuat av., 1903, 5.295 9S (3) March, 1904, 5, 22. 


Muneie, Star, d’y and 8’y, Star Pun. Co. Aver. 
Sor 1903, dy 25, 886(k), S’y 19,2590 (). 


Notre Dame. The Ave Maria, Catholic weekly 
magazine. Actual average for 1903, 24,082 (+). 


Prineeton, Clarion-News, daily. Clarion Pub- 
lishing Co. Average for 1902, 1,82 (264). 


Richmond, Evening Item. Sworn dy. av. for 
1903, 8,552 (2). Same for Dec., 1903, $742. 


Richmond, Sun Setoqueen. Sworn av, 1903, dy. 
8,811. For Feb., 1904, 8,944, 


South Bend, Tribune. Sworn we 
1903, 5,718 (sf). Sworn av. for Ma 6, 624. 


INDIAN eae an 


Ardmore, Ardm 
Average for 1903, dy., ot eos Ye a. d erecas. 


IOWA. 
Arlington, News. All home-print weekly. W. 
F. Lake, pub. Average for raze for 100%, 1, 400 (282). 


Barlin , Gazette, dy. , dy. Thos. Stivers, pub. 
Average for 1908, &864 (3), Jan., 190s, 6.050. 


Dav von rt, Tim . an, 1903, 8,055 He)» 
8. wy. 1,660 (%). Dy. agit larch, 1904, 9,508. 
guar. more than double of any "Davenport ae: 


Decorah, Decorah-Posten (Norwegian). 
av. pm sy 1903, 88,759 (). 2 (3). March, ‘os 40 856. 


Des Moines, Ca ital, daily. ork Lateyette MS yes 

ublisher. “otual average for 1903, 81,898 () 
293). Average for February, 1904, $4 60T. 

City circulation the largest of any Des Moines 
newapaper absolutely guaranteed. Only y ohne f 
newsyaper carrying ae of the 
ment stores. Carries largest amount of 
advertising. 


Des Moines. News, daily. Aver. 1902, 87.118 
(298). First 9 mos. 1903, aver., yeh net. 


Des Moines, Spirit of the West. wy. 
and live stock. Average for: for 1902, 6,095 eon 


Des Moines, Wallace’s Fa 's Farmer, wy. Est. 1879 
Actual average for 1903, 88, 769Gb. 


Museatine. Journal, dy. av. 1903, bed (#). 
s-wy. 2,708 (3). Dy. av. Jan., 1904, 4,885. 

Ottumwa, pauier: Daily av. 1903, 4,512 i); 
semi-weekly, 7,886 (). 


Shenandoah, Sentinel, tri-weekly. Covers 
Page and Fremont counties. Average 1902,8,681. 


Sioux City, Journal. Dy. ar. for 1903 (sworn) 
19,492 (2), dy. av. Ha ~~ Feb. and Mar., 1904, 
20,871. Records . More readers in 
its "field than of all other ¢ daily. papers combined. 

KANSAS. 
Arehinne, Gia, ail. E. W. 


(334). 
pean 100 daily Sivsedlonton “jor 1903, 
on ree ip any advortiesng bill. 
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Girard, Appeal to Reason, weekly. J. A. Way- 
land. Average for 1903, 260,096 (3k). 


Unutehinson. News. Daily 1903, 2,768 (2), 
res 112 (%). £. Katz, Agent, New York. 


Tenek a, \Vestern School Journal. educational 
monthly. Average for 1903, 8,125 (:). 


Wiehita, le, d’y and w’y. Av. 1902, d’y 16,- 
781, w’y 6,674 (364). Beckwith, N. Y. & Chicago. 


KENTUCKY. 
oe rt, Breckenrid News, weekly. J. 
Babbare. Average for 19 for 102, 2,248 (368). 


Harrodsburg, Democrat. Best weekly in best 
section Ky. Av. 1903, 8,582 (3); growing fast. 


Lexington, Leader. Av. for 1903, 3,328 (2). 
wy. 2,806, Sy. 4,092 (>). #£. Katz, 8. A., N. ¥Y. 


Louisville, Evening Post, d 


% Evening Post 
Co., pubs. Actual average for 1902, 


26,895 (374). 


atest Herald. Actual daily average for 
214 (2k); Sunday, 16,742 (3); Feb., 1904, 
Gatiy i 150, weekly 12,406 12,400, Sunday 20,7 TTI. 


Padueah, Sun. daily. Aver Average, 1903, 2,181(:k); 
Sor March, 1904, 2,47 


LOUISIANA. 
New Orleans, ge dail R. M. Denholme, 
ps lan., 1904, 19,895, 


Average for 
‘eb. 20,512; March, 20,654. 


New Orleans. Louisiana Planter and Sugar 
Mfr., wy. In 1902 no issue less than 8,000 (387). 


New Orleans, The Southern Buck, official 
organ of Elkdom in La. and Miss. Av. 02, 2,866. 


MARE. 
Augusta, Comfort. Gannett, pub. 
Actual average for 1902, , 224,266 (391). 


Augusta. Kennebec Journal, d’y and w’y. 
verage daily, 1903, 5,778 (2), weekly 2, 170 (sf). 


ngor, Commercial. feerace Sor 1903, daily 
8.218 (3%) weekly 29,006 (>). 
Dover. , Piscataquis Observ Observer. 
average j008, 1,904 (>). 
Lewiaton, Evening Journal, daily. Aver. for 
1903, 6,814 () (© ©), w’y 15,482 (3) © ©). 


Phillips, Maine Woods and Woodsman sweekly. 
J. W. Brackett. Average for 1903, 8,041 (2), 


A 


Actual weekly 


Portland, Evening Expres Express. ely og 
daily 11,740(:«), Sunday Telegram 8,090 (x). 


MARYLAND. 
Baltimore, News, daily. Eveni 
lishing Co. Average 1903, 44,58 

April, 1904, 58,882. 


MASSACHUSETTS. 
Boston, Evening Transcript (Q©) (412) Boston's 
tea table paper. Largest amon amount of week-day adv. 


Boston, New E ngland W M ine, monthly. 
America Co., pubs. Average 1902, 21,580 (42), 


Beaton, Pilot, every ery Saturday. Roman Catho 
lic. Tas. - Jeffrey Roche, editor. (©©) 


omen, Teaver. Est. 1824. ja daily av. 
1908, 78. In 1903, 76.666 (2). October 4 
1903.to hianok 1, 1904, 80, 496. 
Largest evenin ofroulation ° New England. 
Reps. : Smith N.Y. and Chicago. 


Boston. Globe. berage or 1903, daily, 195,- 
554 (2), Sunday, 207,864 
Largest circul lation ¢ Joy ok igland. 
bofticomente go in morning and afternoon 
editions for one price, 


News Pub- 
(*). For 


4, 





East Northfield. Record of @hristian Work, 
mo. $1. Av. for yr.end’g Dec. 3/, 1903, 20.250 (x), 
Only clean, reliable advertising taken, 
40c. flat, or one-half-cent per line per thousand, 


Seven Daily Times. Average for 19, 
6,247 (427). "virst seven months 1903, 6,629, 


Gloueester, Cape Ann News. 
average year ending February 45, 


Actual oa 
(); February, 1904, average 6,016. 


1904, 4,8 


Lawrence, Telegram, daily. Tel Pub- 
lishing Lo. ‘Average for 1902, 6,701 (28 ). 

Salem, Little Folks, mo., juvenile. §, £, 
Cassino. Average for 1902, ‘or 1902, 75, 50 (434), 

Springfield, Good Housel omar ing, mo.  Aver- 
age for 1903, 185,9 . First six months 1904, 
161,166. All elsareaeswente guaranteed, 


Springfield, Republican. Av, 1903,dy. 15,542 
(+k) (OO), Sun. 15,270 (2) (OO), wy. 4,086 (sf). 


Woreester. Evening Post, Pw) Worcester 
Post Co. Average for 1903, 11,711 (:). 


Worcester, [’Opinion Publique, daily. Aver, 
Jan., 5,180 (2). Only French paper in U. 8. on 
Roll ‘of Honor, R. A. Craig, N. Y. and Chicago, 


soapy 59 
Adrian. Telegram, dy. Grandon. Av. for 
1902,1,270 (440). yor Hh hs 1903, 8,912 (4). 


etroit,’ Free Press. fre ape Sor 1903, daily 
“2 915 (#), Sunday 58,845 (2k 


Grand Rapids, Evening Press, d Average 
1903, $7,499 (&). 40,000 guar. "deity Sor 1904 


Grand Rapids, Herald. Average daily issue 
Sor 1903, 22,824 (%). 


Jackson, Citizen, daily. James O’Donnell, 
pub. Actual average for 1902, 8,887 (461). Av: 
erage for jirst six months 1903, 4,828, 


Jackson. Press and Patriot. Actual 
aver for 1903, 5,649 (%). Av. April, 1904, etd 


Kalamazoo, Evening Telegraph. Last siz 
months 1903, 886, s.-w. 8,681. Daily aver. 
December, 1903, 9, 069. Guarantees largest and 
best circulation in the city and surrounding 
territory. 


Kalamazoo, Gazette-News, 1903, anny. I~ 
(>). ne 4,000 mors fe - ~ = 
any other publis in one. " 

y PUA. 


3 mo’s to April i, 
zinaw, Evening News, daily. Average for 
1908 9 848 (473). April, 1904, daily 14,889. 


MINNESOTA. 
“wee Journal, daily. Journal Print 


In April 


The Journal carried 1,690 columns of advertising, 
po coe more than any other Minneapolis 

ly paper and 123 columns more than any other 
Minneapolis paper, Daily and Sunday issues com- 


The Journal carried 357 columns of “ Want” 
advertising, 27 moro columns than ay other 
mo s paper, daily and Sunday issues com- 


The Journal carried 404 columns of foreign 
advertising, 88 columns more than any other 
sates 8 paper, Daily and Sunday issues 
combin 

The Journal is the home paper of Minneapolis. 
Average daily circuiation from Jan. 1 to May |, 


62,692 Copies. 
All of which goes home! 
M. LEE STARKE, Manager General Advertising, 
Tribune Building, New York. 
Tribune Building Chicago. 
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inneapolis, Farmers’ Tribune, twice a-week. 
wittens, pub. Aver, for 1908, 68,686 — 
inneapolis, Farm, Stock and Home, sem 
By Netual average ~ z mat (3k) ase) 
Actual average January, 1904, 78, 
Minneapoils, N. W. Agriculturist, s.-mo. Feb., 
"8, wee (498). 75.000 guar’d, 35c,.agate line. 
Panne ig lis, Svenska Amerikanska Posten. 
wan J. Turnblad, = 1903, drcomntaicin *). 


hoid 





poem The 
monthly. Actual average 1903, S0s.2b0 (3). 


Minneapolis are. W. J. Murphy, pub. 
Est. 1867. Oldest may ow lis daily. ’ aver- 
age for 1902, daily, 66,872 (496); Sunds A; 
56,850. For 1903, auity geerost, 72,882; 

61,074. oy average, last 
warter of 1903, pay, ? 129; aneny, 
2,924. Sunday average "for Jirst t 
mouths of 1904 was 68,682. The y= ae oe 

$56 ty the first four months of year was 


The ont: eenenpetiodotiy tated 
in Rowell’s American N uper 
Directory that publishes its cir- 
culation orer a __ considerable 
eriod down to date in KOLL OF 
ONOR, or elsewhere. The Trib- 
une is the reeognized Want 
Ad Medium of Minneapolis. 


Semi-w’y. Av. for 


Owatonna, Chronicle, 
Ou 's leading paper. 


1903, 1,896 (3). 
Present circulation, 2,100. 


St. Paul, Der Wanderer, with ag’! sup., Der 
Farmer im Westen, wy. Av. Jor 1903,10,500(3%). 


St. Paul, Dispatch, dy. Aver. 1903, 58,044 
(k) Present aver 57,288 T. PAUL’ 5 LEAD- 
ING NEWSPAPER. wy jen 1903, 78,026 


St. Paul, Globe, daily. Globe Co.. publishers 
Actual average for 1903, $1,541 GR). First 
mos, 1903, 81,529. 


St. Paul, News, dy. Aver. 1902, 80.619 (505) 
First 9 mos. 1903, sworn average 84,081 net. 





St. Paul, Pioneer-Press. Daily average for 
1902 84,151, Sunday 80.986 (506). 


St. eee, The ey ogri., ye Est. 1882, 
8a Prof. Th. d. . av. we end 
Feb., TE8el (). a (GP 85,000. 


Westlicher Herold. Av. 1903, 22,519(:k); Sonn- 
tags Winona, 28,111 (:k); Volksbl. des Westens, 
80,045 (sk) 


Winona, Republican and Herald, daily. Aver- 
age 1902, 8,202 (512); 1903, 4,044 (2). 


MISSISSIPPI. 


Viekaburg, American, daily. In 1902, no issue 


less than 1,850 (522). In #903, 1,900 copies. 


— 
Joplin, Globe, daily rerage for 1903, 
10,310 (3) (81), E. Katz, Special pi ¥: 
Kansas City, Journal, d'y anc w’y. rage 
Sor 1903, daily 60,268 (s%), 68 (ck), weekly 188, 725 (%). 


an nae a mS eekly Imp! = <r Trade J'rn’l. 
v. Aug., ” a at .5 mos. 703, 9,895. 


Kanaas City, World, dait daily. Aver. 1902, 62.- 
978 (542). First 9 mos. 1903, aver., sworn, 61,452. 


Mexico, American Farm and Orchard. ag 
and hortic..mo. Actual average for 1902, baits 
(049). Actual aver. May, June, July, 1903, 15,667. 


St. Joseph, News and Press. Daily aver. 
1908, 80,418 (sk) Laat $ mos. 1003, 86.065. as 


St. Louis, Medical Brief.mo. J. J. Lawrence, 
A.M., M.D., ed. and pub. Av. Av. for 1003, 37,950. 


alittional Farmer and Stock Stock Grower, mo. Av. 12 
mos, end. Dec., 03,106,625, 1902, 68,588 (563). 





Loula, Star. Actual daily average for 
1908 GLBTS (ok . * 


St. Louis. The Woman's M 
Women and home. Sg Pub. Co aver- 
age tor 1902, 908.888. Actual proven avera 
fa 2 rst 9 mos, in 1903, 1, 115.760 Deg eggs 

Oct., 1903, every ‘issue guaranteed to 

1,500 060 count. Largest otroula- 

any icat ‘on in the world. 


MONTANA. 
naconda, Standa Daily av ‘or 1903, 
10,809 Gh. MONTANA'S BEST NEWS 'APER. 
Butte. American “Tabor Union Journal, week - 
ly. Average /903, 20,549 general circulation. 
Butte, Inter-Mountain, ornare. Actual sworn 
net circulation for 1903, 10,617 (3). Guarantee 
largest circulation in State of Montana, Sworn 
net circulation for January. 1904, aver. 14,185. 
Helene, Record, evening. Record Publishing 
erage for 1903, 10,091 (3) daily. Aver- 
age jor 1903, 8, T54 ( (3K) weekl y. 


NEBRASKA. 

iiocste, Daily Star. Actual average for 1093, 
11,165 (), January, 1904, 1 1904, 18,225. 

Lincoln, Deutsch-Amerikan Farmer, weekly 
(590). Actual average for 1903, 158,525(). 

Lincoln, Freie Presse. er (6%). Actual 
average for 1903 159.4000% ) 

Lineoln, Nebraska Teache Teacher, monthly. Towne 
& Crabtree, pub. Average for 1903, 5,810(2). 

Lincoln, Western Medical Review, mo. Av. 
endg. May, 1903, 1,800. In 1902, 1,660 (591). 


Omaha, Den Danske Pioneer, wy. Sophu: 
Neble Pub. Co. Average for 1902, 28,478 oo). 


Omaha, News, daily. Aver. for 1902, 82.777 
(594). First 9 mos, 1903, sworn aver. 4 055. ° 


NEW HAMPSHIRE. 


Franklin Falla, Journal-Transcript. weekly. 


ine, monthly. 


‘Towne & Robie, In 1902, no issue less than8,400, 


Manchester. News, gue. Herb. N. Davison. 
sve 4 1902, 7.500 (609 
& Stuart, N. wy. "Rep., 150 Nassau St. 


NEW J es: 

Asbury Park, Press J. L. Kinmonth, pub. 
Actual average 1003, BE 9S GH). In 1908, BLOO6. 

Camden, Daily Courier. Est. 1°76. Net aver- 
age circulation for year end. Oct., 03, 6,885 (2). 

Ca mden, 700 ee Actual daily aver- 
age, (903, &, 798 (3), sworn. egg gposen 

Gayton Reporter, week F. Jenkins, 
Pub. Actual average for rs Ye.dis (3). 

Hoboken, Observer, daily. Actual average 

1902, 18,097 (619) ; Sept., 1903, 22,751. 

Jeraey City, Evening Journal. Avera 96 far 
1903,19,012. First three months 1904, 20,974. 

Newark, Evening News. Evening News Pub. 
Co. Av. for 1903, d’'y 58.896 (2). Sy 16,291 (2). 

Newmarket. Advertiser-’ Guide,mo. Stanley 
Day, publisher. Average fo Sor 1903, 8,125 (3). 

ant Bank, lPegister, pony Est. 1878. John 

Cook. Actual average 1903, 2,961 (3). 
NEW YORK, 

Albany, Journal, evening. Journal Co. Arer- 

age for 1903, 16, 62% (3k) ;Dec ); December, '03, 17,056. 


Albany, Times Union, ever every evening. Establ. 
1856. Average for first three months 1904, 29,626. 


Binghamton, Evening Herald, daily. Herald 
Co. Average for first three months 1904, 18,214, 
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BuGale, Courier, morn.; Enquirer, eo Ww. 
J. « onners. ver. for 1903, morn. 50,88 2 (sk) 
even. 288,082 (2); Sunday average 68,586 (3). 


Buffalo, Evening News. Daily average 1903, 
79,408 (2%). First 3 mos. 1904, 85.949. 


Py Recorder, r, weekly. Harry Hall, edi- 
tor. 1903 av., 8,408 (3). Ar. last 3 mo’s, 8,566, 
Cortland, Democrat, Fridays. Est. 1840. Aver. 
1903, 2,248 (2k). Only Dem. j Dem. paper in county. 
uaranfeed by g Star. a. for bee 8,255 ~ 
Gua: t vitor sOnd ‘nvestiga on 
wie Me tuart, art, N.Y. Rep., 150 Nassau St. 
init. sity. {thaca Publishing | a 4 
(& 


Average for 190: Av. for Feb, 
4, ee tetth & Stuart, 5% Y. kep., neff chap 4 


ko Meg. § ye Est. 1826. Av. '03, 2,254 (2). 
Larg. wy. circ. Genesee, Orleans & Niagara Cos. 


Newburgh, News.dy. Av. for 1903, 4,187 (+). 
4,000 more than all other Newb igh papers combined. 
New eae om: 

American ineer, m Van Arsdale, 
pub. Av. 1903, 8 87S (5). “av. v.for"ss, 4,600. 


American Machinist. w’y, machine construc. 
(Also European ed.) Av. 1903, 20,475 (2). 


Ithaca. aN 


Amerikanische Schweizer Zeitung, 
Pub. Co.,62Trinity pl. Av. for 1902, 

Army ¢& Navy Journal. Est. 1863. Weekly arer. | 

7 ee 4 %). Present circulation (March 5) 


w’y. Swiss 
5,000 (671). | 


C. & F. P. Church, Pubs. 
niu Review, monthly. W. R. Gre; 


rege q Co., 
publishers. Actual average for 1903, 4,450 (2k). | 


Average for last three months 1903 4,700 . 


Benziger’s Magazine, famil 

r Bros. Ar erage for 1903, 29,208 (%). Your 

wertisement in Benziger’s Magazine will bring 
you business, because its circulation has 


QUANTITY, CHARACTER, INFLUENCE. |“ 


ziger’s i those is sold only by yearly sub- 
ecreseten: and ti ae yng tA in - columns 
reach a very Advertis- 
ing rates, 2% conte pi per agate | Sat Zor 


Cheerful Moments, month monthly. Geo, W. Willis 
Publishing Co. Average for 4 Sor 1903, 852,088 (2k). 


Clipper. weekly (Theatric rical), Frank Queen 
Pub. Co., Ltd. Aver. for 1902, 26,844 (@ ©) (673). 


eainonten fashion mo. } mo. Butterick Pub. Co., 
Ltd. 1872. Av. 1902, 721,909 (688). Act. av. 
circ’ ejere months ending Ju June, 1903, 876,982. 


Dry Goods, monthly. Max J re tsa 
lisher. Actual average for 15 Sor 1903, 


Fl Comercio, mo. . Spanish se J. ae 
ard Clark Co. Average for 1 for 1902, 5,875 (689). 


Electrical Review. - weekly. Electrical Review 
Pub. Co. Average for 1903, 6, 1903, 6,885 (%) (OO). 


Elite Styles,monthly. Purely fashion. Actual 
average for 1903, 62, 25 ( (#). 


Forward, daily. Forward Association. 
age for 190, $1,709 ( 9 (667). 

Four-Track News, monthi; monthly. Actual av. paid 
Jor six months ing March, 1904, 62.800; 
Seas 90,000; May edition, 100,000 


rdasher, mo., est. 1881. Actual average 
an ext \ Binders’ 


vit and Post 
receipts distributed monthly to advertisers. 


Aver- 


are, semi-monthly. Arernge for 1902, 
802 (683); average for 1903, 9,58 


Hardware Déalers’ Ma; 


ine, morthly. In 
1993 no issue less than 17, : 


10 (2). (OO) 


Junior Toilettes. fashion monthly. Max Jaeger- 
huber, pub. Actual average 1903, 86,540 (2). 


| Average for £03,11.001 (%). 





monthly. Ben- | 
| * United 





Leslie’s Monthly Magazine, New York, A 
| ssratanion ‘or the past 12 months (1903), 218. 
684 (3h). nt average ci circulation 288, 6278, 


Morning Telegraph, daily. Dail: Telegraph 
Co., Dubs.» Average for 1902, ‘or 1902, bs, 228 668), 


Music Trade Review, music music trade anc art 
ly. Aver. for 1902, 5.452 ( 5.452 (677). va 


New Thought Magazine, m moved to New York 
City. Average en ae January, 1903, 29,289 
(183). Average ending December, 1903, 104,927, 
sworn. The only medium for New Thought people. 


Pharmaceutical Era, weekly, pharmacy. D.0, 
Haynes & Co., pubs., 8 Spruce street. (© ©) (679), 


Pocket List of Railroad Officials, qly. Railr’d 
Transp. Av. 02, 17,696 (702); av. ’03, 12,992 


Police Chronicle. weekly. Police Chronicle 
Pub. Co. Average for 193, 4,914 (2). 


Printers’ Ink, Nenngy A ily. A Journal for advertis- 
ers, $5.00 per year. eo. P. Rowell. Est. 1888, 
First seven weeks 
1904, actual average 12,092. 


Railroad Gazette, railroad and 
weekly. 83 Fulton street. Est, 1856. (0) (680 


The Central Station, monthly. H. ( >. Cushing, 
Jr. Av. for year ending May, i902, 8,488 (687), 


The Iron Age, weekly, established 1855 @@) 
(676). &3° For more than a generation the lead- 
| a eeenien to in the hardware, iron, machinery 


Printers’ Ink awarded a sterlin sive Sugar 
Bowl to the Iron ay ne Acar det as follow 
otras 1901, 


rded Ne 

Printers” nk, the Littl 
hoolmaster in the Art of 
a « -ertising, to The Iron Age, 
“that paper, after a canrass- 
A — of merits extending over 
iod of ten months, hav- 
ing been the one trade paper in the 
ates of. America that, taken ail in all, 
“renders its a the | best service and beat 

serves its purpose as Sor ¢ 
“ tion with a specified class: a 


The Ladies’ World, mo., household. Average 
net paid circulation, 1903, 480.155 (). 


The World. Actual aver. for 1903, Morn 
607 (&), E’v’g, 857.102 (2). S’y, ‘888, "e80 9 


Toilettes, fashion, monthly. Max Jagerhuber, 
publisher. Actual arerage for 1903, 61,800 (x), 


Wiilshire’s Magazine. Gaylord Wilshire, ed., 
123 K. 23d St. Act. av. “ending Sept., 1902, 46,000 
(1088). Actual av. first rst eight 1 mos., 1903. 100,625, 


Reeheater. Case and Comment, mo. Law. Av. 
for 1902, 80,000 (715) ; 4 years’ nag tage 80,186, 


Seheneetady, Gazette, daily. A. N. Liecty, 
Average for 1902, 9,097 (718). Actual average 
for 1903, 11, 628 (3k). 


Syracuse, Evening Herald, daily. Herald Co. 
pub. Aver. 1903, dy. “88,107 (2%) Sy 88, 496 (x). 


Utiea, National Electrical Contractor, mo, 
Average for 1902, 2,292 (723), 


Utiea, Press, daily. Otto A. Meyer. publisher. 
Average for 1903, 14.004 (s). 


Warsaw. Western New Yorker, weekly. Arer- 
py ty 1903, 8,802 (%). In county of 32,000 with 
no 


Wellaville, Reporter. On Only dy. and s. Pet Py 
Co. Av. 1903, dy. 1.184(:); 8.-wy., 2,958 (%). 


Whitehall. Chronicle, weekly. Inglee & Tefft. 
ce | , White for 1902, 4,182 (726). 


NORTH CAROLINA. 
a ce Cheerver. PP sagas Carolina's fore 
Syatonid ar, 1903, &,. 582 (%). 


Act. 
791 (26); i’ 
Sy. 6,3 Dit tee Dy 8,800 Ck). First three 


Elizabeth Bab. Tar Heel, L, weekly. Actual 
average 1904, 8, & ten counties. 


“ 
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Ralel, ry Biblical Recorder, weekly. Average 
1908, 8.872 (2). e 


NORTH DAKOTA. 
Fork mye av. for Feb 1904, 
Grand eer ant wt r. 5.860 for - N. ‘Dakota’s 
NOGRST D. ny. La Coste & Maxwell, N.Y. Rep. 
Poise Forks, Normanden,weekly.Av. for 1903 
451 ().. Guar. 6,800 after March eae. 


pat poaag Gazette. Aver. 1903. 1,564 ( 1 
Ta Jan 


in Richland County. Home print. 


a. 
Beacon Journal. Aver. 1903, 8,208 (+k) | ( 
ae . 23 Temple Court. Av. Mar. 04,9, 125. 


Ashtabula, Amerikan Sanomat, w’y. Aug.Ed- 
wards. Average for 1902, r 1902, 8,558 (752). 


Cineinnati, Enquirer. irer. Established 1842. peiy 
(@0), Sunday (@O) (6). B Beckwith, New York. | 


J, All: 





Cincinnati. Phonographic Magazine, mo. 
Phonog. Institute Co. Av. for 1902, 10,107 (764). 





Portland, Pacific Miner, semi-mo. Av. year 
nding Sept.. 


*). April, 1904, 18,054. E. 


= 10,88 





» 1902, 8,808; first 8 mos. 1903, Loi2. 


cy hon yb bane TA. 
Bellefonte, Centre Democ: ee 4s 


Kurtz, Pub. Sworn aver. 1908, "8,80 


Chester, Times, ev’g we dy. . y. a 1903, camzie (x). 


N. Y. office, 220 B’way. F 5 


Sau week. for ie Aver, 
848 —~4 for F008, 2,446." 090 (%), y daily 


hat Times, me y. Sor 1903, 11, ed 
E. Katz, Sp. ‘Ag. »N. ¥Y. 


Nn ngvicbas i h, dy. yy daily aver. 
ater . en ending Vere. 
19/893 '* wig vr nee 


de hina at American Medicine. 
‘or 1902, 19,827 (865). Av. M Av, lank 1903, eset,” 


Cincinnati, ee ade ei mama. . Actual e ° 
1902, cl v 
ges ee at ae ts] Te Philadelphia 


Bulletin’s Circulation 


The following statement shows the actual - 


Cincinnati, Trade I Review, m’y. Highlands & | culation of the “ The Bulletin” for each 


Highlands. Av. for 1902, 2,5 1902, 2,584 (765). 


the month of April, 1904: 








B scvccccccccceees a 16., 

Pang any Times-Star, dy a: Cincinnati Times-| 2........ ....... 188 id on 

Act. aver. 902, 148,018 (761) | 3.........0.065 18.. 

vietwal Rioveee fer 1903, (005, 145,164 (:). ri 19., 
Cleveland, Current rent Anecdotes (Preachers? 3 18870 4 
Mag.),mo. Av. year ending | — 31, 703, 15,750. | 7, 81.778 22 
gaheveland, Plain, Dealer. . Et. 1841. - Actua i z= _ a 

ly average 1: ; Sunday : ‘inant 

Pore -— 1904, fae ce daily ; * Sunday, i <0 = 
12... + 184,272 27. 

leat’ Press, daily, democrati Press j 13.... a 28... 

Printing Co. Actual av. for 1902, 24,989 (770). tee a + 


Dayton, News, dy. News Pub. Co. Average 
for 1908, 16,407 (2). March. 1904, 19,065. 


Dayton, Young Catholic Messen at 
mo. Geo. A. Pflaum. Aver. for 1903, 8 ibs. 


Laneaster, Fairfield Co. Republican. In Au 


Total for 26 days, 4 try 674 copies. 
NET AVERAGE — APRIL, 


| 182,679 copies per day 


BULLETIN’s circulation figures are net; 


ust, 02, no issue less than 1,680 for 2 years ( Ry - amaged, unsold, free and foe of copies 


office, 523 Temy 523 Temple Court. 


SoringScta, Poy and Fireside, agricultural, 
semi-monthly, est. 1877. Actual average for 1902, 
811,220 (800). Actual average for first six 
months, 1903, 840,875. 


Springfield, Press-Republic. Aver. 1903,9,288 
(3); Feb., 04, 9,867. N. Y. office, 523 Temple Ct. 


Springfield, Woman’s Home Companion, 
household monthly, est. 1873. Actual av. for 1902, 
862.666 (800). Actual average for first six 
months, 1903, 885,166. 


Toledo, Medical and Surgical Reporter, mo. 
ictual average 1903, 10,088 (3). 


a tpreteit ors. , daily-weekly. Average 1902, 








n, Vindicator. D’ — Samy Sige 
. Lavoete @ Maxwell. NY, rm Reps. 


OKLAHOMA. 
Guthrie, Oklahoma Farmer, wy. Actual 
average 1903, 28,020 (sk). 


Guthrie. Mage aay Sac a dy. and wy. 
Aver. for 1908, dy, 20,062 (3), wy. 25,014 (3). 
Year ending July 4, ’03, 4 806s wy. 28,119, 
OREGON. 

Astoria, Lannetar. C.C.C.Rosenberg. Finnish, 
weekly. "hrereae 1902, 1, 898 (820). 


m, dy. (ex. Sun). 


have been omitted. 


Philadelphia, ai by be 
THE BULLETIN goes di y ate more Philadel- 
phia homes than any B— medium. 
& BULLETIN has by many thonsands th 
laxpest local circulation of any Philadelphia 
newspaper. 


Philadelphia, Camera, ™ 
Chambers. Average for 1908 for r 1902, Leta 


+b. McLean, Publisher. 


Vv 


Philadelphia, Farin Jou! youre, 5 monthl er Wil 
mer Atkinson Saks publishers. verome 
Sor 1903, pe Ink 

the seventh Sugar Bow mete Let Farm Journal with this 


iption 
wa warded June 25th, 1902, zit 
* Printers’ Ink, * The a» 
“ Schoolmaster’ in 
“ Advertising, to the yp 4 
* Journal. After acanvassing 
“of merits extending over a 


M  ta of half a yea 1 onene, on all 
are inthe | Enited Sea tates 
“ « pronoun vas S Somaune 
“as an ed: or the agricultu- 
“ral population, ong asan effective and economi- 
* cai 
“ through its advertising col columns.” 


Philadelphia, Press. Av. ct 00,000 
daily. Net average for Feb., fo, {21 ost. 











Portland, Even‘ 


Sworn cir.’03, 12,6: iy een 0 16,866 (8%). 





Pitiodetpiie, — Church Messenger, 
w’y. 1306 Arch st. verage for 1903, 8,558 Ce): 
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Philadelphia, Sunday School Times, weekly. 
Average for 1902, 101,815 (869). Average tu July 
4, 1903, 108, 057. Religious Press Asso., Phila. 


Pittsburg, Chronicle-Telegraph. Aver., 1902, 
67,842 (875). Sworn statement on application. 


Pitts ure Gazette, d’y and Sun. Aver. d’y 
1902, pe (876). Sworn stat statem’t on “aguploation. 


Pittsburg, Labor World, World, wy. Ar. 1903, 18, 
088(:k). Reaches best pd.class of workmen in U.B. 


Pittsburg, Times, fy. Wm. H. Seif, pres. 
Average for 1903, 64,648 (3). Average first six 
months 1903, 64, 871. 


Scranton, Times, every evg. E. J. Eyaet. Av. 
Sor 1903, 21,604 (2). La Coste & Maxwell, N.Y. 


Warren, Forenings Vannen, Swedish, mo. 
Av. 1902, 1,541 (889). Circulates Pa.,N. Y.and 0. 


Washington, Reporter, daily. John I. Stew- 
art, gen. mgr. Average fo for 1902, 5,857 (889). 


West Chester, Local X News. daily. W. H. 
Hodgson. oer for 1902, 15,086 (890). 


wen America's Greate: 
Weekly mts gt + 1903, 181.868 -. 
Smith & Thompson, Reps., New Yi ork and Chicago. 


hele Dispatch, daily. pi - Publishing 


Co. Average for 1903, 8,108 


RHODE ISLAND. 


Providence, Daily Journal, 16,485 (+) (@O), 
Sunday, 19,892 () (OO). Evening Bulletin 86,- 
886 ( } av. 1903, vidence Journal Co., pubs. 


ester! Geo. H. Utter, pub. Average 
1903, bbw st! fe ‘oniy a daily in 80. Rhode Island. 


SOUTH CAROLINA. 
Anderson, People’s Advocate, week} ‘A .e. 
Browne. Aver. 1903, no issue less than 1,750 (2). 


Evening Post. Actual dy. 
(&). First 3 mos. ’04, 8,1 


coor leteab aver. 


Sor 1903, 2,84 


Columbia, State, daily. State Co., publishers. 
Actual arerage for ’ 1903, daily, 6.5 68 (5 semi- 
weekly, 2,015 (sk); Sunday, 7,705 ( First 
3 mos. 1904, daily 7,440, Sunday 8,5. é 


SOUTH DAKOTA. 


Sioux Falla, Argus Leader. Tomlinson & Day, 
publishers. Actual daily average for 1902, 5,819 
(.15). Actual daily aver. for 1903, 8,882 (x). 


TENNESSEE. 


Chattanooga, Southern Fruit Grower, mo. 
Actual average 1903, 17,855 (sk). Rate, 15 cents 
per line. Average for January, 1904,19,177. 


In 1992 no issue 


Gallatin, Semi-weckly News. 
First 6 mos, 1903, 1,425, 


less than 1,850 (923). 


Knoxville, Sentinel, daily, Average 1903, 
9,69 1 (2). 6 mos. ’03, 10,168, Feb., ’04, 12,278. 

Lewisburg, Ww. M: 
Carter. Actual average 1903, 


Tribune, om seny. 
1,201 (%). 


Memphis, Morning News. Actual daily aver- 
age for 1903,1%,594(%); March, 1904, average 
21,758. 

agg Banner, daily. ve“ Av. Sor year ending 


re (%) Av. for Feb., 1904, 21, 
287. ‘Oniy Nashoitled y eligi 'y eligible to Roil of Honor. 


Nashville, Christian Advo Advocate, w’y. Bigham 
& Smith. Average for 1902. oF 1902, 14,241 (929). 


Nashville, Progressive e Teacher and Southw'n 
School Journal, mo. Av, for 1902, 8,400 (930), 





TEXAS. 


Dallas, Retail Merchant, mo. (formerly Retail 
Grocer and Butcher). Julian ¢ apers, p ubilaber, 
Average for 1903, 1, ee: 3 March, 1904, 1,215, 


El Paso, Herald - Average for 19s, 
8.265 (4). J. P. Smart irect Representative 
150 Nassau St., New York. In the latest issue of 

American News; spaper Drrectory, he the Fscherg 
lations of the two “y: of E Taras, 
are rated. No one abe t the accuracy ¢ & 
a , but it has recently been m 

Times” rating bb Sraudulent. 
July 22, 1903, 

La Porte, Chronicle, weekly. G. : Ea le, 
publisher. Average for 1902, for 1902, 1,229 (954 rei 


Paris, Advocate, dy. W. ‘dy. W.N. Furey, ee Act- 
ual average, 1903, 1,827 (sk). 


UTAH. 
Ogden, Standard. Wm. Glassman, pub. Ay, 
for F502, daily 4,023, semi. weekly 8,0 1 (970). 


VERMONT. 
Barre, Times, daily. F. E. Langley. Aver, 19, 
2,710 (%). Last six months 1903, 2,886 


Burlington, Free Press. A Actual daii y average 
1903, &. 66 (36). Circulation examined by Ass'n 
of Amer. Ad. Only Vermont paper examined, 


Burlington, News. Jos. Auld. some, <* 
aver, 1903, &,046 (3), aver. December 


VIRGINIA. 
Norfolk, Dispatch, a, Sworn average for 
1902, 5,098 (985): Sze 1903, F,482 (3k); February, 
8,448; March, 9,241, 


Richmond, News Leader, Leader, every evening ex- 
yo ay i Dail quar ry 4, 1903, to 

February 1, 1904, 2 4 (x). The largest cir- 
culation between Wookinotos and Atlanta. 


WASHINGTON. 
Taco 


ma, Ledger. . av. 1903, 12,717 (ky 
Sy., 15,615 (3); wy., Ys 912 (2k). Aver. 2 mos. 
eckatd 


Painters’) in, 


315 05 Sy.,12, 5003 .» 9,500. S.C. 
h, rep., Tribune Bldg., N. Y. & Chicago, 


WEST VIRGINIA. 

SarhersSave. Sentinel, daily. R.G. Hornor, 
pub. Average for 1902, 2,804 009). 

Wheelin News. - Daily paid circwn 9.20%. 
eye 7 circu’n 10,8 325. For 12 months up 
to April 1, 1904. Guarantees a paid circulation 
equal to any other two Wheeling papers combined, 


WISCONSIN. 
LaCrosse, Leader-Press, daily. 
age 1908, 5,590 (3k). 


Actual aver- 


Madison, Amerika, weekly. Amerika Pub- 
lishing Co, Average for 1902, 9,496 (1026). 


Milwaukee, Evening Wisconsin, d’y. vg. Wis- 
consin Co. Av, for 1903, 21,981 (3), December, 
1908, 25,090; March, 1904, 25,848 (©©). 

THE EVENING WISCONSIN. 

“For the purpose of reaching the intelligent and 
well-to-do people of Milwaukee I would put the 
Evening Wisconsin first,” said Mr. J. Simon, 
manager of the Boston Store. He also said: “I 
would give more for 2,000 circulation of the 
Evening Wisconsin kind than a hundred thou 
sand of the other kind.” 

Milwaukee, Germania-Abend 
year end’g Feb.,'04, 28,876; av. 

Milwaukee, Journal, daily. Journal Co. on fae 
Av. end, Feb.,’03, 88,504). Mar., 1904,89,809, 


Oshkosh, Northwestern, daily. Average for 
(8). 


1903, 6,488 


Racine, Journal, daity. Journal Printing Co, 
Average for 1103, 8,702 (sk), 


dy. A ofr 
eb.,’0h, 24,808. 
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Wisconsin Agriculturist, weekly. 


acine. 
Pn i First 3 mos. 1904, 


rage for 1903, 88,181 (#). 
$4720. ‘Adv. $2.10 per in 

w aca, Post, weekly. Post Pablishing Co. 
seep tee 902, 8,588 (1044). All home print. 


BRITISH COLUMBIA. 
Vancouver, Province, daily. W. C. Nichol, 
publisher. Average for 1902, &, 987 (1051). 


Vietoria, Colonist, daily. , So P. & P. Co. 


Average for 1903, 8,695 ( 


MANITOBA. CAN. 


Winni *; Der Nordwesten, German w’y. 4s. 
Sor 1903, 565 (3), }, only med medium in special fiela. 


Winnipeg, ae? Prom, Press, dail 
‘or 1908, 7 FY 
+t Tbk cx). Daily, y BY teen, Th 01. 


i a: Av- 
weekly, 





NOVA SCOTIA, OAM. 


Halifax, Herald and Evening Mail. 
8,571. Av. 1903, 9,941 (sf). Mex, 1904, 15,000. 


ONTARIO, CAN. 
Toronte, Canadian Implement and Vehicle 
Trade, monthly. Average ‘or 1903, 5,875 (2). 
Toronto, Star, dai Average for 1903, 20, 
971 (%). March, i001 80,658. 7 


QUEBEC, CAN. 

Montreal, Herald, cant. Est. 1808. Actual 
average for 1903, 22,515 (>). 

Montreal, or: 3 Tre@ie Berthiermne, 
lisher. Actual ave ie 
Average to Sept. ist, 1908, re Ors a 3). 

Montreal, Star,dy. & wy. Graham & Co. Av. 
for 0s dy, 5.079, wy. 121.418 (1098), Six mos. 
end. May 3/, 03, dy. av. 55,147, wy. 122,157., 
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The Kansas City Journal. 


ESTABLISHED 1054. 


"Printer's .Ink® 
New York City. 
Gentlemen: 


of Honor, 


We herewith enclose contract for another year for the Roll 


We regard this as good advertising and are pleased to know 


April nREGEIV En 
APR30 1904 


PRINTERS? INK, 


that you find our circulation statement satisfactory as we have abso- 
‘lutely no circulation secrets and stand ready and willing at any time 
to show any advertiser just what we have. 
Very truly, 
THE WANSAS CITY JOURNAL. 
“ 4 
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The lolartforq 


As the capital of theg 
insurance business, Harta 
ordinary interest. 

The people in busines 
tion among the newspapers 


business it wants and the off 


(Extract from an investigationd 
Printers’ Ink and published tn that pi 





The Actual Daily Average 
100% 


16,008 





[ The Times is a Memb : 





Perry Lukens, Jr., New York Reprijati 
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tive, 29 Tribune Building, New York. 
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A JOURNAL FOR ADVERTISERS. 
t@ Issued every Wednesday. Subscription 
price, five dollars a year,inadvance, Ten centsa 
copy. Six dollars a hundred. 


ADVERTISING RATES : 

Classified advertisements, Advertising Agents 
and Want Ad ums, set in pearl, begin- 
ning with a two-line initial letter, but containing 
no other type larger than pearl, 10 cents a line, 


& page. 
Displayed advertisements 20 cents a line, pearl 
measure, 15 lines to the inch ($3); 200 lines to the 


Oe eerned position (if granted), 25 per cent 
additional. 

For position (full page) first on first or last on 
last cover, double price. " 

For inside of cover pages or first advertise- 
ment on ms page (full pages) or for 
the central double pages printed across the 
centre margin, 50 per cent additional. 

On time contracts the last copy is repeated 
pas new peg | | to come tohand one week 
nad fe Armen 








orp 

Contracts by the month, quarter or year may 
be discontinued at the pleasure of the advertiser, 
and space used paid for rata. 

Two lines smallest advertisement taken. Six 
"ee =e a line. a mentee 

ve! ing appearing as reading matter is in- 
red tr ¥d 


se ree. 

Advertisers to the amount of $10 are entitled 
to a free subscription for one year. 
Cuarwes J. Z1nGG, 
Publisher, : 

Business Manager and Managing Editor. 
OFFICES: NO. 10 SPRUCE ST. 
London Agent, F.W. Sears,50-52 Ludgate Eill.EC 


NEW YORK, MAY 11, 1904. 


THE PROOF OF THE 
‘ PUDDING. 














The cash drawer is the one just, 
final critic of the advertising. Yet 
many advertisers who make their 
publicity profitable seem to think 
that it must conform to certain 
set rules. They suffer from what 

“might be called “fear of the ex- 
pert.” The critic of the know-it- 
all type is disappearing from ad- 
vertising, but in his day he talked 
so loudly about what was right 
and wrong, according to his own 
lights, that he gained a name for 
knowing things that he never 
knew at all. When a business 
man without an intimate knowl- 
edge of advertising takes space in 
papers or magazines and conducts 
his own campaign, he sometimes 
develops an entirely original style 
of advertising, eminently suited to 
his business. If he is a good busi- 
ness man his advertising will sel- 
dom be weak. It may be crude. 
It may lack originality. But it 
will be strong and sound, giving 
plain, blunt facts of interest to 
readers who want his goods. Pub- 
licity made by a man of this kind 


is likely to break down moét of 
the rules and ethics of the know. 
it-all critic. Sometimes the bysj- 
ness man has the courage of his 
convictions, but in other cases he 
doubts his methods, even in the 
face of success, because they do 
not meet the rules laid down by 
the critic. In certain instances 
this doubt has led to loss. A New 
York jobber in plumbing special- 
ties, for example, began a circular. 
izing campaign a year ago, writing 
his own copy. He got excellent 
results, for his literature was 
based on an intimate knowledge 
of plumbing trade conditions. Af. 
ter a time, however, he doubted 
his own ability, thinking that his 
copy was not in keeping with the 
rules of the critics. So he hired 
an “expert” to write the next 
folder. It was an admirable piece 
of work, as pure literature, illus- 
trated with a real old master. As 
a thing of beauty it was generally 
remarked upon. But it went wide 
of trade conditions, gave no in- 
formation about plumbing special- 
ties, brought no results. Another 
“expert” gave him a folder and 
some trade journal ads in a hum- 
orous vein. Readers liked the 
humor, but bought elsewhere. 
Then the jobber again became his 
own copy-writer, following his 
own judgment regardless of fine- 
spun rules and theories. Other 
men of this stamp avoid the “ex- 
pert,” but never learn to trust 
themselves. Being self-taught so 
far as advertising ability is con- 
cerned, they stand in awe of the 
dictum of a critic who merely 
voices his own personal opinion. 
Critics and “experts” have always 
been more or less positive in theit 
views—even dogmatic. Criticism 
is usually passed upon external 
appearances, without regard for 
the complex business reasons that 
lie under the surface of all adver- 
tising. Some criticism has done 
good, but in creating a false fe- 
spect for itself it has also done 
harm. The critic of the future 
will modify his tone, and instead 
of saying that thus-and-thus must 
be so-and-so, he will state his be- 
lief that it should be so-and-so. 
Advertising that pays is right. It 























may not be the best that can be 
produced in the circumstances, but 
it is certainly not the worst. It 
forms an excellent basis for im- 
provement. The business man who 
has succeeded in producing pub- 
licity that fits his business and 
brings actual results will do well 
to follow his own nose, profiting 
by criticism if it will help him, 
but never giving way to distrust. 
From time immemorial the proof 
of the pudding has been in the 
eating thereof. 


True adwriting consists in say- 
ing all that is necessary and noth- 
ing but what is necessary. 


ApvERTISING which goes straight 
to the mark is the kind that es- 
tablishes direct communication be- 
tween dealer and consumer. 


Tue offices of the R. V. Tobin 
Co., advertising agents, are now 
located in the Metropolitan Build- 
ing, Madison Square, New York. 








Rosert E. Foiiin, formerly con- 
nected with the New York Herald, 
has accepted the position of city 
editor of the Charlotte, N. C., Ob- 
Server, 





THEODORE L. DE VINNE is work- 
ing on his last typographical 
treatise, which will deal with 
“Book Composition.” The manu- 
script is nearly ready for the press. 





THE New York Morning Tele- 
graph, which was the property of 
the late William C. Whitnev, has 
passed into the hands of E. R. 
Thomas, a wealthy turfman. It 
will continue to be a high class 
sporting and theatrical paper, oc- 
cupying the field it created and in 
which it is unique. 


TuHosE who really intend to make 
advertising a study can get enough 
practical knowledge from one 
year’s subscription to PRINTERS’ 
INK to keep them away from the 
sure thing” schools for the rest 
of their lives, and perhaps make 
them practical advertisement writ- 
ets with steady jobs.—Rhode 


Island Advertiser. 
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L. B. Etuiott, who has for the 
past twelve years been connected 
with the Bausch & Lomb Optical 
Company, of Rochester, N. Y., first 
as retail salesman, then as travel- 
ing salesman in the territory em- 
bracing the northern United States, 
and later as advertising manager 
and editor of the Journal of Ap- 
plied Miscroscopy and Laboratory 
Methods, has resigned his position 
with the Bausch & Lomb Optical 
Company to take charge of the ad- 
vertising of the T. B. Dunn Com- 
pany, of Rochester, N. Y., manu- 
facturers of Sen-Sen and Sen-Sen 
chewing gum. 





Tue fortieth anniversary num- 
ber of the Carriage Monthly, Phil- 
adelphia, was issued in April, and 
is a book that compares well with 
the Standard Dictionary for size 
and weight. The total number of 
pages is more than 450, of which 
over two-thirds are ads. The 
printing is excellent. There is a 
daintily colored cover, and the 
text pages contain much historical 
information of general interest. 
The Carriage Monthly is published 
by the Ware Bros. Company, and 
dates from 1864, when Isaac D. 
Ware, secretary of the carriage 
builders’ labor union of that time, 
founded the Coachmakers’ Inter- 
national Journal as a medium for 
settling disputes between employ- 
ers and their workmen. For some 
time after its establishment Mr. 
Ware, who is dead, worked at his 
trade, editing the publication dur- 
ing the evening, assisted by his 
wife. Being eminently practical, the 
journal was soon on a substantial 
footing, and has since grown con- 
tinuously ‘with the trade it repre- 
sents. 





Adwriters, manufact- 
urers of novelties, print- 
ers, designers, engravers, 
makers of half-tones, office 
devicesand mail-order ar- 
ticlesshould carefully read 
the advertisementon page 
64 of this issue. 
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Mahin’s Magazine, Chicago, has 
been sold to Lord & Thomas, pub- 
lishers of Judicious Advertising. 
John Lee Mahin has also disposed 
of his interest in the Chicago Col- 
lege of Advertising. 


Irvinc L. SPENCER, who was in 
charge of the foreign advertising 
of Hearst’s Chicago papers, died 
in that city April 25. Mr. Spencer 
was thirty-two years old, and had 
been connected with the Chicago 
Daily News and the Lord & 
Thomas Agency. 


GeorcE Fair, the distinguished- 
looking representative of the Chi- 
cago Tribune in New York the 
past year, has returned to Chicago 
to take charge of the Tribune’s de- 
partment store advertising. The 
paper’s eastern business will be 
handled by- H. S. Thalheimer, 
World Building, who is also New 
York representative for the Boston 
Herald and Baltimore Herald, 


SCHOOL ADVERTISING. 


Tue Review or Reviews Co., 
13 Astor Place, 
New York, May 3, 1904. 
Editor of Printers’ INK: 

In your issue of April 27th appeared 
some remarks on the respective quan- 
tities of school advertising carried by 
the chief magazines. 

In answer to a question regarding this 
point, you selected the current issue 
of the magazines (this is not the sea- 
son for school advertising) and printed 
a table which seemed to the casual reader 
to give the rank of the magazine as to 
the school advertising carried. 

The fact is that the Review of Re- 
views has every year, for five years, 
printed more school advertising than 
any other magazine in the world. The 
Review of Reviews printed in the issue 
chiefly used by school advertisers— 
August—the following number of col- 
umns in each of the last five years: 


ee ea ..54 columns 
gi SGOG sca dosetsrdvass 60 Ks: 
ed SODE s cnninnes aewbes 59 -” 
se NOES 653 benders aioeu a 
- SNGMs cbs 55a ond on he 71 “ 


3 
and a five years’ comparison of the four 
high-grade magazines carrying the most 
school advertising during June, July, 
August and September would show the 
following number of columns carried 
by each: 


1899. 1900. 1901. 1902. 1903. 

R. of R. 151 176 173% 195% 200% 

Harper’s 104 11534 119% 157% 166% 
Scrib- 

ner’s 101% 120% 128% 136% 148% 


Century 106 125% 11914 135% 132% 


Yours very truly, 


Keitn Evans, 
Advertising Manager. 
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On May 2 General Chas 9, 
Taylor tendered the eighteenth an- 
nual dinner to the Boston Globe 
employees in Faneuil Hall. All the 
employees of all departments who 
could leave their work were at the 
dinner—550 out of a total 915 being 
present when Charles H. Taylor, 
Jr., the master of ceremonies, rap. 
ped for order. 





THe Spectator, of Hamilton, 
Canada, and the Citizen, of Ot- 
tawa, have been merged in a com- 
pany known as Southam, Limited, 
by William Southam, of Hamil- 
ton. It is said that the corporation 
will also acquire a daily paper in 
Winnipeg. Efforts ‘have been made 
to purchase the Toronto World, it 
is said, but unsuccessfully. 





A CONTRACT for 2,000,000 lines 
of space was recently closed by 
the Indianapolis Star with the 
Merchants’ Association of that city. 
The price is $120,000, and it is be- 
lieved to be the largest advertising 
deal ever effected by a daily paper. 
The New York Store, Indianapolis, 
took the entire back page of the 
Star for a year. 





Firty-Two mayors of seashore 
towns along the New Jersey coast 
recently met at Asbury Park and 
banded themselves into an organi- 
zation for the mutual good of the 
resort business. Advertising in 
co-operation is to be one of the 
benefits arising from this combina- 
tion, and extra efforts will be made 
to set forth the advantages of the 
Jersey coast at the St. Louis Fair. 


“FuEL” is an out-of-the-ordinaty 
booklet from the William A. Clark 
Coal Company, Northampton, 
Mass. It tells briefly the things 
that everybody ought to know 
about coal, wood, coke, etc.—the 
difference between Lehigh and 
Lackawanna coal, the uses to which 
broken, egg, stove, nut and pea 
sizes are put, the economy of coke 
if you are willing to watch the fire, 
the convenience of charcoal for 
cooking steaks, and so on. The 
whole question is closed with a 
page on prompt service. 
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Collier's excellent war news and 
pictures have had an effect on cir- 
culation, evidently. Mr. Nast an- 
nounces that the size of editions 
makes it necessary to close ad- 
yertising forms three weeks in ad- 
vance hereafter. 


Tue agitation by brokers on the 
London Stock Exchange for re- 
laxation of the rule forbidding ad- 
vertising has had a novel effect, 
says the New York Times. The 
committee of that institution has 
deemed it necessary to insert ad- 
vertisements in London papers 
calling public attention to the fact 
that members are not permitted to 
advertise, and that any one pro- 
claiming himself in the public press 
as a broker is necessarily not a 
member of the Exchange. 


ANoTHER big department store 
is to go up in the Fourteenth street 
district, according to the Dry 
Goods Economist. It will be built 
adjoining the new Fourteenth 
Street Store of Henry Siegel, by 
Robert Smith & Co., who have 
for some years conducted in that 
neighborhood a specialty store de- 
voted to women’s garments. Work 
cannot begin for a year, however. 
Mr. Smith has firm faith in the fu- 
ture of Fourteenth street as a re- 
tail thoroughfare, despite the up- 
town tendency. 


At one of the New York minor 
theaters was produced recently a 
thrilling melodrama called “The 
Signal Lights of Port Arthur.” 
Judging from this advertisement 
the piece was not lacking in action: 

Cominc! Com1nc! Cominc! 


THE 
TORPEDOED “RETVIZAN” 

As the appalling center of the first 

great battle at Port Arthur, is the most 
Startling and stupendous scene of the 
four great acts in the tremendous mili- 
tary drama: : 
Tue Siena, Licuts or Port ARTHUR. 
_ Brandon & Manzer’s wonderfully real- 
istic representation of the dramatic in- 
cidents of the opening of the present 
Russo-Japanese war. 

Rapip Fire Gattinc Guns tn. Action. 
DIscHAaRGING 900 SHots A MINUTE. 
The Destruction of the “Retvizan” by 
the Japanese Torpedo Boat ‘“Amanti” 
and the Heroic Rescue of the Hero. 

Hear Violet Staley Sing 
“My Kancaroo,” 
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‘THE Post-Standard, of Syracuse, 
N. Y., has installed one of the 
largest quad presses outside of 
New York City, enlarged its plant 
by three floors and increased both 
the daily and Sunday issues. 











Harp times are quickly reflected 
in a decrease of advertising, de- 
spite the axiom that it pays to ad- 
vertise all the time. One notable 
effect of the cloud that recently 
passed over the country’s pros- 
perity is shown in advertising con- 
ditions in New York. Solicitors 
for the various media report busi- 
ness good, and even increasing, 
with one exception—Wall street 
advertising. The medium that de- 
pends on the financial center for 
business, particularly for adver- 
tising of new enterprises, finds 
great gaps in its jncome. It is em- 
phatically “nothing doing” in that 
district. Despite the abundant 
“water“ squeezed out into the 
Street the past six months, there 
is not enough to “float” anything, 
and hardly any of the Wall street 
people are trying. It is hard on 
the solicitor of financial advertis- 
ing, but none of the men selling 
space to manufacturers have time 
o sympathize with him. 


The particular atten- 
tion of advertising agents, 
publishers of want-ad me- 
diums, and everybody else 
who has a really first-class 
message to convey to the 
advertisers in this country 
is called to page 64 of 
this issue. Please observe 
the guaranteed number of 
copies which will be mailed 
to a special list of first- 
class advertisers and be 
reminded of the fact that 
no really good proposi- 
tions advertised in the 
Little Schoolmaster ever 
failed to bring results. 








Messrs. LA Coste & MAXwWELL’s 
services as eastern representatives 
of the Peoria, IIl., Herald-Tran- 
script ceased on May 1. R. J. 
Shannon, 150 Nassau Street, New 
York City, has been appointed to 
that position. 





Tue Ad Shop, Cleveland, is the 
name under which two women ad- 
writers work—Mrs. M. A Lem- 
beck and Miss R. L. Adams. One 
of their productions is a booklet 
for the Citizens’ Savings & Trust 
Co., that city, devoted chiefly to 
showing the company’s magnifi- 
cent banking building, with sculp- 
tured tympanum in solid granite 
and two masterly lunettes by Ken- 
yon Cox and Edwin Blashfield. 
The pictures and text are in ex- 
cellent taste. 











MEssrs. VREELAND & BENJA- 
MIN, the New York specials, call 
attention to the statement of the 
Knoxville Journal and Tribune 
that its publishers pay sixty-eight 
per cent of the second-class postage 
receipts of that city. The Journal 
and Tribune is the only morning 
paper in Knoxville, and the re- 
maining thirty-two per cent of sec- 
ond-class postage comes from fif- 
teen publications. The paper is 
sent by mail over forty-two rural 
routes in Knox County and 400 
routes in Eastern Tennessee. It is 
the only Knoxville paper with a 
Sunday edition. 





A PACKET of literature submitted 
by J. S. Briggs, an adwriter of 
Rochester, N. Y., contains a dozen 
or more booklets and folders ad- 
vertising law books. While not at 
all spectacular in makeup or con- 
tents, this advertising is really ad- 
mirable, for it handles intricate 
technical subjects in a way that 
will interest technical readers, yet 
‘in simple language. Mr. Briggs 
knows law subjects, and how to 
present them, and his stvle is cal- 
culated to interest even a layman 
in digests of cases, demurrer, is- 
sues of fact and other dry matters, 
This literature was prepared for 
the Lawyers’ Co-operative Pub- 
lishing Co., of Rochester. 
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THE twenty-sixth anniversary of 
the Gladwin County Record, Glad- 
win, Mich., was observed with a 
creditable special issue recently, 
The Record is an unusually clean- 
looking country weekly, well print. 
ed on good paper and bearing the 
evidences of energetic management, 


ABOUT a year ago Judge wag 
involved in a printers’ strike, and 
got around the difficulty by litho. 
graphing its reading pages. Now 
there is a strike of lithographers 
in New York, and the colored car- 
toons in Judge are printed from 
half-tones, colored with tint blocks, 
Heaven forbid that there should 
be a simultaneous strike of print- 
ers and lithographers. Yet the 
Little Schoolmaster is curious to 
know what the Judge would do in 
such event. He would certainly 
do something to publish on time. 





A NOVEL art exhibition was that 
recently held in London by Messrs, 
Spottiswoode & Co., Ltd., designers 
and printers of advertising litera- 
ture. The show consisted entirely 
of advertising designs. There were 
photographic studies and pictures 
in oil, water color, washes and line, 
some by such well-known artists 
as Tom Browne, John Hassall, 
Charles Robinson, C. E. Dawson, 
Percy Gossop and Norman Wilkin- 
sen. The purpose of this exhibi- 
tien was to interest advertisers in 
filling space with good _ illustra- 
tions, and in buying literature of 
real art value. It attracted atten- 
tion not only from the advertising 
world, but the general public. Such 


an exhibition could easily be ar- : 


ranged by some of the large Amer- 
ican agencies. 


On Tuesday, May 3rd, papers were 
served in an action for libel brought by 
the New York Times against William 
R. Hearst and his newspapers, because 
of the publication in the American and 
the Evening Journal of April 7 of an 
article which, it is charged, was intended 
to injure the reputation and _ business 
of the Times. The article in question 
was of a nature to create in the minds 
of those who should be its readers the 
belief that the Times is owned and cot 
trolled by Mr. August Belmont, and 
that its editorial influence has been and 
is employed to serve the private, per 
sonal and political interests of Mfr. 
Belmont, 
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Jon ApAMs THAYER announces 
that the circulation of Everybody's 
has passed the quarter-million, and 
he confidently looks for an in- 
crease to 325,000 copies monthly 
in the fall. 


“THe Value of Advertised 
Trademarks,” a vigorous article by 
Ben B. Hampton, published some 
time ago in Printers’ INK, has 
been reprinted by that agency in a 
neat booklet. The sound argu- 
ments set forth in the text have 
been made more forceful by color- 
ed reproductions of well-known 
trademarks. If there is any linger- 
ing doubt anywhere as to the hard 
advertising and money value of an 
established trademark this booklet 
will dispel it. 





A series of interesting newspa- 
per ads was published last winter 
by the Beacon Light Company, 
Chester, Pa. to call attention to 
methods of thawing frozen water 
pipes by electricity. These ads ap- 
peared, presumably, on extremely 
cold mornings. ‘the company runs 
newspaper ads regularly to educate 
the public in the advantages of 
electric lighting and small motors 
for sewing machines. R. L. Lloyd, 
advertising manager for the con- 
cern, has also prepared a clear 
little bookiet showing the applica- 
tion of individual motors to heavy 
factory machinery. 





THE BEST THING. 


220 Rochelle Ave., 

WissaHIckon, Phil., Pa., May 2, 1904. 
Editor of Printers’ INK: 

The best thing the ad school did 
for me was to suggest that I subscribe 
to Printers’ INK. This was when I 
had got over about two-thirds of the 
course, and I can readily see why 
Printers’ INK was not suggested at the 
commencement of the course, or before I 
had paid the full tuition fee. 

Printers’ INK may have good reasons 
for not getting the names and addresses 
of students at the different ad schools 
(or it may not be an easy matter to get 
them) and sending them sample copies 
of the magazine, but it would be “a good 
turn” for the students, and, incidentally, 
for itself, if the Little Schoolmaster 
should do so. As soon as I read the 
first copy, I saw that if I intended to 
make a success of advertising, its pages 
were a source of information and in- 
struction that could not be dispensed 
with. Very truly yours, 

Av. Hust er. 
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A useFuL folder from the Mat- 
thews-Northrup Works, Buffalo, 
has three large colored maps of St. 
Louis and the Fair, as well as a 
list of all St. Louis cuts and maps 
owned by this printery. The latter 
will doubtless be useful in making 
up advertising matter to be used at 
the exposition. 


By far the most entertaining of 
the Atlantic Monthly’s articles on 
advertising is that in the May num- 
ber, “The Humors of Advertising,” 
by Rollin Lynde Hartt. Mr. Hartt 
rigorously eschews the freak ad- 
vertisements that are usually made 
to do duty as humor, and deals in 
a mildly satiric vein with some 
funny phrases of ads now running 
in magazines. That superb bit of 
egotism, “Do you know Joe Chap- 
ple and his magazine?” comes in 
for delightful treatment, as do the 
scion of the house of Fra Elbertus, 
who owes so much to Grape-Nuts; 
the circus press agent and the Tof- 
fee King. The author cites in- 
stances that show he has been for 
several years at least a dutiful 
reader of PRINTERS’ INK. 





If you are the publisher 
of a first-class periodical 
—one which no prudent 
advertiser can afford to 
overlook—read the adver- 
tisement on page 64 of 
this issue. Phe special 
issues there mentioned 
offer you an opportunity 
to remind a choice list of 
advertisers of your publi- 
cation. You may do so 
in a page, half-page or 
quarter-page advertise- 
ment; or even in a single 
inch announcement in the 
Roll of Honor, should 
you be listed in that de- 
partment of select me- 
diums. 
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Tue J. Walter Thompson Agen- 
cy’s “Blue Book” for 1904-5 is out. 
In its 300 pages are given geo- 
graphical lists of the most promi- 
nent daily and weekly papers, 
trade journals, magazines, class 
and foreign language publications, 
etc., with specimen ads prepared 
by this agency and general remarks 
on copy, media and placing. Cir- 
culation estimates are given, and in 
its limited scope the book is like- 
lv to be useful. 


THE thirtieth birthday of the 
Electrical World and Engineer is 
celebrated with the issue for March 
5, said to be the largest issue of 
an electrical journal ever pub- 
lished. The ads of practically 
every concern in the electrical field 
were printed, and to these adver- 
tisers were sent copies in perma- 
nent bindings. The history of this 
electrical weekly is interesting, for 
it has grown with electrical de- 
velopment. Founded in 1874 as a 
very modest paper for telegraphers 
it was called the Operator. In 
1876 it began to discuss the tele- 
phone, and in 1882 the electric 
light. Then it was called the 
Operator and Electrical World, 
then the Electrical World was is- 
sued as a separate journal, and 
since 1896 it has absorbed the 
Electrical Engineer and Electric 
Railway Gazette. The birthday 
issue has eighty pages of text mat- 
ter, including articles by Edison 
and Tesla, and its advertising ag- 
gregates 106 pages. There is also 
a special portrait supplement show- 
ing the leaders in American elec- 
trical development for the past 
thirty years. 


,AccorpInc to the Publishers’ Guide 
for May, four advertising agencies have 
sprouted from the parent root of the 
Pettingill Agency. They are Wood, 
Putnam & Wood (former members and 
employees of the Pettingill Agency); the 
J. T. Wetherald Advertising Agency; 
Rose, Pettingill & Bell—all having 
offices in Boston; and the Homer W. 
Hedge Co., with offices at 120 Broadway, 
New York: Since the Pettingill failure 
the Boston Advertising Agency of A. E 
Sproul has suspended, the Pagani Ad- 
vertising Agency of Boston has inform- 
ed its creditors that it is unable to ray, 
and the procession is followed up by 
the R. P. Tilman Advertising Agency, 
of Boston, which asserts that it suffer- 
ing from the prevalent epidemic, 


AT a recent entertainment given 
by the Elks of Clinton, Iowa, the 
programmes were furnished by the 
advertising department of the Clin- 
ton Gas Light and Coke Company, 
The advertisements printed in the 
body of the book were very taste- 
ful, and in addition to the regular 
programmes used at the theater an 
edition de luxe of 300 copies was 
printed for private distribution. 





THE LOCAL WEEKLY’S LIM- 
ITED INFLUENCE. 


Utica, Ohio, April 28, 1904, 
Editor of Printers’ INK; 


The Ripans Tabules Company no doubt 
consider themselves in the list of the 
best advertisers in America, and _ their 
experience and opportunity ought to fit 
them to be. Yet there is a vast amount 
of waste in their publicity. 

For several years the tabules were ex- 
tensively advertised in the Herald, and 
the advertisements assure the readers 
that the goods can be procured in five- 
cent packages in every drug store. 
Never has either of the two good drug 
stores in Utica kept them, nor have 
they been obtainable in the village, 
At various times in the past ten years 
I have inquired for the five-cent pack- 
ages in our neighboring city of Newark, 
at various drug stores, and in no case 
have I found them. One druggist offerea 
to divide a fifty-cent package and sell a 
part, and appeared astonished and un- 
believing when I assured him that the 
goods were put up in five-cent packages, 
I have also inquired at drug stores in the 
city of Mount Vernon, and found that 
the five-cent packages are not kept there. 
The fifty-cent packages are not exploited. 
The smaller packages are not obtainable. 
Is this good advertising? 

H 





. E. Harrts, 
Editor Utica Herald. 


The Utica Herald is a high- 
grade local paper printing more 


‘than a thousand copies regularly. 


Its circulation is nearly double that 
of any other paper in a territory 
embracing four hundred square 
miles, with Utica in the center. 
The discouraging feature is that an 


advertisement continued year after . 


year in so good a paper has not 
pulling power enough to induce a 
demand sufficient to incline a local 
druggist to invest 40 cents in stock- 
ing up with a dozen of the five-cent 
packages. Such facts as these ex- 
plain why it is that advertisers are 
sometimes led to believe that ad- 
vertising is not always the profit- 
able investment it is cracked up 
to be, 
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Harrop’s Stores, in London, 
which appear to be like our depart- 
ment stores, recently plunged to 
the extent of spending $15,000 for 
newspaper space in two days, tak- 
ing a full page in nearly every 
London daily to announce the 
opening of new buildings. Richard 
Burbidge, the proprietor, said that 
the space paid handsomely in re- 
sults, particularly in requests for 
catalogues from every part of 
Great Britain. A campaign of this 
nature appears to be entirely un- 
precedented in London. 





Tue Chilian Times, published 
twice a week at Valparaiso, Chili, 
is a substantial English newspaper 
devoted to the mercantile and ship- 
ping of the west coast of South 
America. A copy submitted by 
the publisher, Guillermo Helfmann, 
shows that it has a large advertis- 
ing patronage, for of the sixteen 
pages more than two-thirds are 
filled with display announcements. 
From the advertisements them- 
selves it appears that the Chilian 
Times is valued by English and 
American firms wishing to intro- 
duce goods irito that part of South 
America. Among well-known 
American articles are  Scott’s 
Emulsion, Ayer’s Sarsaparilla, Dia- 
mond matches and American por- 
celain bath tubs, while such Eng- 
lish articles as Bovril, the Royal 
Barlock Typewriter and Lea & 
Perrin’s Sauce are also represented 
in large space. For the most part, 
however, the advertisements are 
those of machinery and supplies, 
and the paper appears to reach the 
engineering, manufacturing, mer- 
cantile and buying classes gen- 
erally. 





CONSULT THE CLASSIFIED ADS 
OF PRINTERS’ INK. 

_ Knoxvitte, Tenn., May 2, 1904. 
Editor of Printers’ INK: 

_We contemplate going into the job- 
bing of advertising novelties and are 
anxious to get in touch with some of the 
Eastern manufacturers of advertising 
novelties. 

If you can supply us with the names 
of a few reliable manufacturers, we shall 
be very grateful and willing to recipro- 
cate the favor at any time. 

Thanking you for your trouble, we 
Temain, Very truly yours, 

THE ENTERPRISE ADVERTISING Co, 





PRINTERS’ INK. 41 


CHARLES M, PALMER, newspaper 


broker, has removed his offices to 
the Broadway Chambers Building, 
277 Broadway, New York. 


Frac legislation is always with 


us, despite the fact that laws pro- 
hibiting the use of the American 
flag for advertising purposes have 
been the means of enriching sharp- 
ers, and have been declared uncon- 
stitutional. New York State re- 
cently decided that it is not unlaw- 
ful to print the flag in an adver- 
tisement. Now New Jersey has 
passed a bill, framed by the G. A. 
R., forbidding the use of the flag 
as a background for any printed 
advertisement. Governor Murphy 
has signed this bill. The United 
States Senate has also passed a bill 
which, in substance, makes it a 
misdemeanor to affix any adver- 
tisement or trademark to the flag, 
or to use it as an advertisement 
for gain. The provisions of the 
measure are so sweeping that if a 
man is in business he would better 
keep his hands off the American 
flag at all times. It was precise- 
ly this sort of a bill that a band of 
unscrupulous lawyers used to 
create a reign of terror in Illinois 
some years ago. 








7. 9. 4 


Wednesday, Sept. 7, 1904. 





On account of the inconvenience entailed by giving 
special positions to advertisements. as well as on account 
of the supposed peculiar value of special positions, it is 
decided that after Wednesday, September 7, 1904, t 
charge for special positions in Printers’ Ink will, if 
granted, be double the price charged for advertisements 
appearing without specification as to position. i 
special position ad will cost 40 cents a line, $6 an inch, $40 
a column, $80 a page, while one without a ified position 
will be accepted then as now for 20 cents, $3. $20 and $40. 

. . . 


Previous to nerd? f the present rates will remain 
in force and contracts will be accepted till forbid or for 
any specified period ; and the existing privilege to discon- 
tinue at the advertiser's pleasure will aiso remain in force; 
also the advertiser's privilege of a free yearly subscription 
for every ten dollars covered by his advertisement con- 
tract—When demand for the coupon is made at the time 
the contract is made. The prices are flat. No reduction 
is made for large space or continued insertions. Anything 
appearing as reading matter goes in free, 
. . . 


No increased price is P for adverti 
appearing without any specification’as to position, nor for 
classified advertisements, advertising agents’ announce- 
ments, announcements of Want Ad fiums, the charge 
for all of the three sorts named remaining 19 cents a 
line, $10 a column, $20 a page. 

. . 





. 
Only papersthat are listed in the Roll of Honor can 
obtain space in and between the s of that department. 
A page costs $40 per issue, a (1 column) costs 
$20, a quarter page (J: column) costs §10 per issuc. 


Addices all communicanons, orders and copy to the 
BUSINESS MANAGER OF PRINTERS’ INK, 
10 Spruce Street, New York. 
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WITH band concert, flowers and 
a liberal allowance of blue trading 
stamps all around, the new Four- 
teenth Street Store opened April 
30, adding another to New York’s 
great departmental houses. But 
little more than a year ago the site 
of the new establishment was oc- 
cupied by Macy’s old store, still 
doing business. In the short time 
since then a great white building 
has been erected and stocked. The 
Fourteenth Street Store belongs to 
the Henry Siegel interests, and has 
been planned for the popular-priced 
trade. It has twenty-five elevators 
scattered through the building, with 
ample staircases at the center of 
the store. Each of the hundred or 
more departments has its little 
kiosk and cashier, and change is 
made on the spot. Goods are 
wrapped up in the department 
where purchased. Six of the ten 
floors are devoted to the retail 
business, and the upper four con- 
tain workrooms and reserve stock. 
Associated with Mr. Siegel in the 
management are Frank E. Vogel, 
first vice-president ; Joseph H. Bau- 
land, second vice-president, and 
John R. Butler, treasurer. All of 
them have been conspicuously 
identified with the management of 
big department stores in New 
York. 








A METAPHYSICAL QUES- 
TION. 


Syracuse, N. Y., April 27, 1904. 
Editor of Printers’ INK: 

Syracuse has a population of about 
120,000, and it has three evening papers, 
all of which are in possession of fairly 
good circulation and reasonably well 
conducted, some of them quite well. We 
have one morning paper, circulation sup- 
posed to be 20,000. We have one even- 
ing paper with a circulation of over 
30,000, two evening papers with circula- 
tion supposed to be about 13,000. These 
papers are all reasonably well conducted. 

We write to ask if you could throw 
some light on our situation—that is, 
have you any way of estimating the 
amount of readers the morning paper 
might have that do not read any other, 
or if there is any general rule that 
would indicate that a certain per cent 
of the evening papers was read by the 
readers of the morning paper? In other 
words, how many readers are there in 
Syracuse who read the morning paper 
and do not read the evening paper! 

We will be very much obliged for any 
information which you can give in a 
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general way that is likely to cover our 
ooldin oursel d i 
any pre ene, we are to reciprocate 
Very truly yours, 
Dey Bros. & Co, 
Per Donatp Dey, 

The question put in the above 
letter is one that cannot be answer. 
ed; and if it could it is of minor 
importance. What is wanted js to 
reach the purchasing public of 
Syracuse. Four daily papers are 
published in that city. 

The Evening Herald is a paper 
of extraordinary value. It has had 
a constantly increasing circulation 
year after year, and in 1903 issued 
an average edition of 33,107 copies 
daily and 33,496 copies Sunday. 
The Evening Jelegram got credit 
in 1897 for printing 5,539 copies, 
but has not seen its way clear to 
make a definite circulation. state- 
ment to the American Newspaper 
Directory since that time. It is at 
present credited with an issue 
exceeding 2,250 copies. The Even- 
ing Journal had credit for an ay- 
erage issue of 13,150 copies daily 
in 1902, but did not appear to see 
its way clear to make a circulation 
statement to the Directory for the 
year 1903. A similar condition ap- 
pears to exist in the office of the 
Post-Standard, the only morning 
paper. It was credited with an av- 
erage issue of 14,512 in 1902, but 
no information about the editions 
put out came to hand for the year 
1903. To reach everybody in Syra- 
cuse it would, of course, be neces- 
sary to advertise in all the papers, 
for each must have some readers 
who see no other; but the Evening 
Herald is such an extraordinary 
paper for a city of the size of Syra- 
cuse that it is quite possible an ad- 
vertiser would make more money 
by putting all his advertising into 
the Herald and keeping out of the 
other papers. 

The Evening Herald is also a 
member of Printers’ INK's Roll 
of Honor. When a Printers’ INK 
ambassador gets to Syracuse to !n- 
vestigate the situation of the daily 
newspapers there, it may be that he 
will learn that the Directory fails 
to estimate the Evening Telegram 
as high as facts would warrant— 
then again he may not. 
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Tue Boston Traveler is putting McCLURE’S MAGAZINE. 


a good deal of energy into the pro- 
motion of its want ad page. Sixty- 
five branch offices for the receipt 
of classified business have been 
established in Greater Boston. 





+ 

A VALUABLE SUGGESTION. 

Utica, Ohio, April 30, 1904. 
Editor of Printers’ INK: 

Many advertisers lose a great amount 
of complimentary advertising, which is 
worth as much as paid _ insertions, be- 
cause they do not furnish electrotypes wae weremnoed cheeujation of MeCines'e. for 
that are accurately trimmed. A great juoledomig. yet. the advertising rates are 
many papers, some of them of a really the past six months has been 76,634 above that 
good class and valuable, in making up guarantee, 
forms will fill out a little odd niche wr 
may occur in justifying columns, wit , 

a ee electrotype. If a dozen small McCLURE S MAGAZINE. 
electros lie convenient, and one of them 
is exactly type high and 13 picas wide, 
while the others are a trifle high or low 
or not exact column width, the perfect gs 

one will get the free insertion. Many R-MEA RK&k 
wood-base electrotypes furnished are sie eg a 
from one point to three points wider DEANS s : 
than 13 ems, and in running them the : “3 
foreman will put them at the outer edge 
of the form, next the sidestick, where he 
can, with annoyance, fix a place for 
them, or if they must be run elsewhere 
will split the block so that it will go in 


the column. A split, uneven or warped tetas i 

block wili never be used as a “filler” istionand price of space alone. The third cle- 
when just a little plate is needed to fill mentisthe magazine itself. Astudy of McClure’s 
out a column. pages shows beyond question the sort of people 

I know a_ publisher who some years who read it. 
ago ran for Ripans Tabules a lot of one- P 
ine readers, in the form of linotype 
slugs. For months and months after the McCLURE S MAGAZINE. 
contract had expired the foreman kept 
a few of the slugs lying on the stone 
for use in justifying columns. This 
tip will be worth money to some ad- 
vertisers. 

The Review of Reviews for several 
years sent their advertising out in the 
form of double-column cellutypes, on 
bases of wood that would curl, with the 
edges and center three or four points 
out of level, on a mere suspicion of 
dampness. The ads were to be inserted 
a certain number of issues, and after- 
ward as a filler if convenient. It is  MeCture’s Magazine is the marketplace of the 
safe to say that they seldom got more world because in its pages are found the an- 
than the agreed number of insertions. pm gear Renpre s Bem | gn 
I want to impress the fact that many Wares 's limited only by the distance to which a 
Papers of true advertising value use description of them penetrates, The buying cir- 
dead electros as fillers in makeup. cle surrounding the McClure stand in the mar- 

Respectfully, ketplace of the world is two million strong. 
H 


. E. Harris, 


Editor Herald. WMcCLURE’S MAGAZINE. 


PROUD OF IT. 
Papucan, Ky., April 27, 1904. tS 
Editor of Printers’ INK: SS LO iti 
The Sun has purchased the Evening IN 
Ledger, an afternoon contemporary, and Pie 
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for the first time in its history has cross- 
ed the 3,000 mark in circulation, 

The Sun is the only Paducah paper in 
your Roll of Honor, and parades the 
fact that it occupies that distinction on 
its rate card. Yours very truly, 

E. J. Paxton, Gen’l Mgr. 
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WITH ENGLISH ADVER- 
TISERS. 


By T. Russell. 


Among the things which tend 
to restrict advertising is the habit 
still prevalent in many trades of 
concealing the real place of manu- 
facture. The manufacturer sinks 
his identity in that of the retailer, 
and prints or stamps the name of 
the latter on the goods, some- 
times with the questionable addi- 
tion of the words “Made by” over 
it. Recently Messrs. Cluett, Pea- 
body & Co. of Troy and New 
York and elsewhere, made a first 
appearance as advertisers here in 
the two or three organs of the 
trades they supply—Men’s Wear, 
a very admirable weekly, serving 
the same industries as the celebrat- 
ed New York Haberdasher (per- 
haps the handsomest trade publica- 
tion in the world), the Drapers’ 
Record (said to have the largest 
trade circulation in the world— 
about 40,000) and the Draper. 
Naturally the entry into our 
market of a foreign manufacturer 
caused some _heart-searchings 
among the shirt and collar makers 
of this country; but the represen- 
tatives of the English manufactur- 
ing houses said that they were not 
much afraid of the invasion; the 
universal practice of stamping re- 
tailers’ names on collars and shirts 
would make it impossible for 
Cluett, Peabody & Co. to sell. 

* * * 

Now, as it happens, it was a 
patented specialty, the “Tyfold” 
collar, that the great Troy house 
was advertising, and obviously if 
they hold the patent rights tight, 
and can induce the public, by gen- 
eral advertising, to want the Ty- 
fold collar, the retailer will have 
to get along without having his 
name stamped on it. There is 
nothing to prevent them from 
doing this, and I really see no 
reason why a manufacturer should 
obliterate himself for the benefit 
of the retailer—provided he adver- 
tises. Neither is it for the benefit 
of the public that he should do so. 
Where the actual manufacturers 
of any article are known, and their 
goods branded, so as to be every- 
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where recognized, the public has a 
guarantee of quality. Where the 
identity of the true manufacturer 
is concealed, perhaps with a men- 
dacious allegation that his goods 
are manufactured by a retailer, the 
public is at the mercy of the re. 
tailer. Here, as everywhere else, 
advertising is a good thing for 
every one concerned with it. | 
have mentioned only one example, 
but there are plenty of others, 
You will often see in a small music 
shop a piano bearing an inlaid 
statement that it is “manufactur- 
ed” by the proprietor of the store 
—who has no more facilities for 
any such complex and expensive 
operation as the making of pianos 
than he has for flying. There are 
manufacturers of pianos whom the 
public never hears of; they “make 
for the trade” alone. That can- 
not be a good thing. And there is 
another kind of concealed manu- 
facturer that is actively harmful 
and ought to -be legislated against, 
I refer to the manufacturer of 
packed groceries, or proprietary 
medicines (so-called) or the like, 
who supplies retailers with ready- 
made, ready-packed substitutes, to 
be sold as of their own manufac- 
ture, and carrying their name. The 
public never hears of these sub- 
stitutors at wholesale, and it is 
natural enough of the latter to be 
ashamed of their dirty trade. 
% * * 


From Dr. R. V. Pierce’s London 
office there emanates, among a 
good deal of other printed matter 
(much of it well written and well 
planned), a small dodger here re- 
printed: 

We are curing daily cases which have 
been aggravated and made worse by 
the use of Belts, Electro-Medical de- 
vices, etc. We would advise you against 
throwing your money away upon 80 
called Electric Belts, whether they 
blister and burn the skin or not. 
WORLD’S DISPENSARY MEDICAL 

ASSOCIATION, 
No. 3 New Oxford Street, London, 
 C, Eng. 

There has been during the last 
year or so a considerable recrudes- 
cence of the electric belt business. 
The old and well-known firm 0 
Pulvermacher has had some new 
blood infused into it, and has been 
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making use of its old medical 
testimonials, some of them very 
influentially signed, and dating 
back to the first introduction of 
electric belts. The inference ob- 
viously to be drawn from the 
handbill just quoted is that Dr. 
Pierce’s people are feeling the 
competition. Is it altogether good 
policy to let every one know it? 
* * * 

I wrote to Pulvermacher’s peo- 
ple about this and asked them 
whether it had had any effect upon 
their business. They replied, ex- 
actly as I expected, that if it did 
harm to any one it would be to Dr. 
Pierce, not to the people whom 
he attacked. “It is so obviously 
interested that it would not in- 
fluence a child,” Messrs. Pulver- 
macher’s letter continues. “It 
hasn’t done us any harm yet, nor, 
we should say, the World’s Dis- 
pensary any good. Some folk 
seem always to be learning, yet 
never coming nearer to a knowl- 
edge of the truth.” These are my 
sentiments exactly. No good, so 
far as I am aware, has ever been 
done by mud-slinging, and there is 
assuredly no good advertising 
done that way. 

* * * 

Any one who studies the English 
newspapers with any attention 
must have been struck lately by 
the wholly admirable advertise- 
ment-writing that is being utilized 
in the interests of “Oxo”—a beef- 
tea preparation. I have no-space 
on this occasion to quote ex- 
amples; but in an early letter I 
hope to be able to give some. There 
is in this respect—I mean in re- 
spect of the actual writing of the 
ads—no better advertising being 
done on this side at the present 
time. The way in which the pos- 
sibilities of the short name are 
utilized is remarkable. - 

* * * 

An American resident of Lon- 
don, who has died since my last 
letter to Printers’ INK, should be 


Mentioned here, not because he ¢ 


was himself a figure in the world 
of English advertising, but be- 
cause he was in several respects a 
remarkable man, and associated 
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with some of the most important 
American advertising in England 
during the last seventeen years. 
Thomas Spencer Beals, an uncle 
of Mr. John Morgan Richards, the 
well-known American merchant, 
migrated from Detroit to London 
at an age when few men would 
think of opening out a new era in 
their lives; he was nearer seventy 
than sixty when he came here to 
enter Mr. Richards’ office in 1896. 
He was very seldom from his 
desk on any working day, until 
within two weeks of his death. 
During those seventeen years, I 
suppose there have been few men 
through whose hands more adver- 
tising money has passed—for his 
particular function was the 
handling of the cash for his dis- 
tinguished nephew. He followed 
the sea in his youth, inherited a 
banking bi. iness from his father 
in his manhood, was associated 
with the accountancy of the city 
of Detroit in his age, and when 
most men are ready to retire he 
crossed the ocean to begin, in a 
sense, a new life. He saw Mr. 
Richards’ sons grow up from boy- 
hood and enter their father’s busi- 
ness, at first as employers and 
then as partners; and he died with 
his faculties not greatly impaired, 
and his interest in the business, 
which he loved with a rather pa- 
thetic devotion, absolutely un- 
diminished. 

te 

NOT THE AVERAGE MAN. 

_A man who looked as if he had no 
time to waste slackened his pace long 
enough to read an advertising dodger 
which was thrust into. his hand on 
Broadway. 

“Why do you read that?” asked his 
companion. 

“It’s a habit of mine,” replied the 
man. “In the first place there is per- 
haps one chance in ten thousand that 
the thing advertised may be something 
I’m interested in. Then I have another 
motive that you might call altruistic. 
The man who is responsible for the 
notice of what he has to sell is probably 
struggling like the rest of us to have his 
balance on the right side; and he’s sit- 
ting up nights to figure how to catch 
you and me. So the least we can do is 
to read what he has to say.”—New York 
un. 








Tue Daily News, Aurora, IIl., issues 
a creditable folder on the subject of 
circulation, with opinions from local ad- 
vertisers. 
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BILLBOARD ADVERTISING. 


By the Outdoor Adoertising Department of the Ben B, 
Hampton Co., 7 West 22d St., New York. 





The billboard advertising in- 
terests of the United States are 
thoroughly organized, and adver- 
tisers employing this medium bene- 
fit materially by it in more ways 
than one. But a small percentage 
of advertisers appreciate the con- 
ditions existing in billposting, for 
comparatively few know about 
them. 

Even the small advertiser who 
never uses magazines knows that 
the Ladies’ Home Journal, the 
Delineator and several other high- 
class publications maintain their 
rates, refusing to give the agent’s 
commission to advertisers who 
place direct. Once in a while a 
newspaper is praised for adhering 
to this policy. Yet this rate policy 
is a matter of course among the 
billposting interests. The adver- 
tiser or agent who attempts to 
“dicker” for the “bottom rate” 
grows unpopular very quickly. An 
official representative of the bill- 
posters who attempted to beat 
down rates on an elaborate scale 
would probably be asked to resign. 

The billboards of this country 
and Canada are controlled by an 
international organization called 
“The Associated Billposters and 
Distributors of the United States 
and Canada.” There are State and 
district associations subsidiary to 
this body. The general offices of 
the association are in Chicago, 
where Charles S. Bernard, the 
secretary, with an office force, de- 
votes his time to the affairs of both 
billposters and advertisers. Annual 
meetings are held, and the board 
of directors convenes every three 
months. Visitors to the annual 
conventions and the _ directors’ 
meetings are struck with the atmos- 
phere of frankness and square deal- 
ing that prevails, and the absence of 
“bossism” or petty politics. Every 
billposter, big or little, has a chance 
to air his grievances or suggest new 
plans, and if necessary the con- 





vention will spend hours threshing 
these out. 

This international association 
does many things. First of all it 
grants “franchises,” one in each 
city, so that billposting in all but a 
few of the larger cities is a mon- 
opoly. Even in the few cities where 
two plants exist, only one is per- 
mitted to become a member of the 
association, and its official repre- 
sentatives (who correspond to the 
recognized advertising agents jn 
newspaper and magazine affairs) 
are warned against using the 
boards of non-association concerns, 

Then, the association settles 
rates—one of its chief benefits to 
the advertiser. The billposter can- 
not charge less than these estab- 
lished rates, nor can he charge 
more except for particularly desir- 
able locations, which are termed 
“specials.” Furthermore, the as- 
sociation guarantees service to the 
advertiser. “Listed, protected and 
guaranteed service” is the official 
description. “Listed” means that 
promptly upon posting paper the 
billposter must furnish the adver- 
tiser a complete list of locations, 
with which the advertiser can check 
his publicity. “Protected” means 
that the paper will not be displaced 
during the period for which it is 
ordered, and that it will be replaced 
if washed off by rain or defaced by 
small boys. “Guaranteed” means 
that the association backs up these 
conditions. It not only promises 
these things—it performs them. 
Should a billposter cover your pa- 
per before its time has expired he 
will be compelled to replace the 
paper at his own expense, and pay 
a fine as well. Should he repeat the 
offense he stands about ninety-nine 
chances in a hundred of losing his 
franchise—which means that bill- 
posting will cease to be his occupa- 
tion. 

The present association of bill- 
posting interests was formed in 
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ieor: The real history of billpost- 
ing as legitimate advertising dates 
from that time. For twenty years 
before 1891 there was a national 
association which granted fran- 
chises of one kind and another. Its 
methods were not progressive, nor 
such as to give billposting a stand- 
; ing in the advertising community, 
so the better element of billboard 
! men became disgusted and dropped 
out. The association grew weaker 
and weaker, until about 1890 _ it 
peacefully passed away. There 
were few mourners, and by request 
flowers were omitted. Next year 
some of the responsible men in the 
business met in Chicago and 
formed the new association. Ed- 





was elected president, and his as- 
sociates say that during the three 
years Mr. Stahlbrodt held this of- 
fice the present square, sound poli- 
cies of the organization were for- 
mulated and made effective. Prior 
to this time there had been no such 
thing as “listed, protected, guaran- 
teed service.” It was “chance may 
offer,” and the advertiser who got 
his money’s worth was lucky. 
There were no established prices. 
The best buyer got the best rates, 
but after he got them he had no 
assurance that all his paper would 
be posted, or that it would stay on 
the boards twenty-four hours after 
his inspector had left town. 

The present association did away 
with all these uncertainties, “cut 
out the bunco” and put the bill- 
posting industry on the satisfactory 
basis that obtains to-day. In the 
early nineties eighty per cent of the 
billposting patronage came from 
theaters and circuses, with twenty 
per cent of commercial business. 
To-day the situation is exactly re- 
versed—eighty per cent of the pa- 
per posted in this country comes 
from commercial advertisers. The- 
aters and circuses have enormously 
Increased their billposting, but 
commercial advertisers have be- 
come so appreciative of outdoor 
display as to surpass them. 

The association’s official rates are 
published every month in the Bill- 
hoster and Distributor, its official 
organ, issued at 1133 Broadway, 
ew York. By consulting them 











ward A. Stahlbrodt, of Rochester, mW 
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the advertiser may be sure he is 
not being overcharged. The offi- 
cial representatives appointed by 
the association receive orders at the 
same prices charged by the bill- 
poster—no more, no less. They re- 
ceive a commission from the bill- 
poster, so their services cost the 
advertiser nothing. These official 
representatives are as follows: 


Edward A. Stahlbrodt, 19-21 Mill St., Ro- 
chester, N. Y. 

O. J. Gude Co., 113 West Broadway, New 
York City. 

N. W. Ayer & Son, 300-308 Chestnut St., 
Philadelphia. 

Associated Bill Posters’ Protective Co., No. 
1135 Broadway, New York City. 

. W. Seeley, 1164 Broadway, New York 


> 

larence E. Runey, 220 West Liberty St., 
Cincinnati, Ohio. 

Lord & Thomas, Trude Building, Chicago, 


Mahin Advertising Co., 200 Monroe St., 
Chicago, Ill. 

Gcorge Enos Throop, 1500 Tribune Build- 
ing, Chicago, Ill. 

en. B. Hampton Co., No. 7 West 22d St., 
New York City. 

The Proctor & Collier Co., Cincinnati. Ohio 

It should be noted that very few 
advertising agencies enjoy a place 
in the above list. Those not rep- 
resented on it cannot do posting 
unless the advertiser compensates 
them for their services. Conse- 
quently, the average advertising 
agent is not in a position to recom- 
mend billposting with marked en- 
thusiasm. In the past various ad- 
vertisers have done business direct 
with the billposters, but the labor 
and uncertainty of service under 
this arrangement have brought 
practically the entire volume of bill- 
posting to the official representa- 
tives. The billposters themselves 
recognize this as the better system. 
Many of them, indeed, appear to 
have formed the opinion that the 
billposter should not solicit as a 
rival to the association’s official 
representatives, for they regard 
the business of billposting and that 
of soliciting as entirely separate, 
preferring that the official represen- 
tative shall shoulder the petty dif- 
ficulties and provoking misunder- 
standings that often prove disas- 
trous when the billposter deals 
direct with a national advertiser. 


> 





A BOOKLET rather cheaply printed and 
ill-arranged, but containing vital infor- 
mation, is sent out by the Federal Busi- 
ness College, Bucyrus, Ohio. 





BY GEORGE ETHRIDGE, 







CRITICISM OF COMMERCIAL ART 


The Iron Mountain Route ad- 
vertisement shown here is illustrat- 
ed by a halftone which in the or- 
iginal was about two inches 
square, and which, according to the 
underline, represents California in 
January. 

It might just as well claim to 
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represent Prospect Park South in 
December, or any other place 
where there is a cottage, a wall and 
some clinging vines. 
The rest of the advertisement is 
quite in keeping with the picture. 
The intention seems to have been 
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No.2 


is best reached by the Iron Moun- 
tain Route, but that fact comes 
pretty nearly being lost in the con- 
fusion of lettering, rose bushes, 
and other claptrap. 

As an architectural curiosity this 
advertisement is interesting, but 
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COMMERCIAL ART CRITICISM 


READERS OF PRINTERS* INK WILL RECEIVE, FREE OF CHARGE! 


33 UNION SQUARE, NY 


MATTER SENT TO MR ETHRIDGE, 


considered as publicity it is a freak 
In No. 2 the headline gets 
chance, and we have balance and 


symmetry instead of confusion, 
There is room enough left to say 
what needs to be said in clear type 
including the name of Mr, Hoyt 
the G. E. P. A., which in the origi. 
nal advertisement appears to be 
pasted on as an afterthought, 
xk * * 


This advertisement of Lowney’s 
Breakfast Cocoa occupied a page 
in the May magazines, and it is no 
more than fair to say that it made 
a very weak appearance. The 
drawing is not without merit, but 


(hrcSuscrinen Chel ies 
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veo poor by the Elves, wake 
the hors that made him famous. had a good wile, whe, dnscovering the Elves at wort ond indag 
them poorly clad. made them clothes and — $0 is understood — prepared for them 0 eanunig 
drink.” Ui has never wntil mow been told thet ths drink was 


JowNEY's BREAKFAST COCOA 
Sp a 











the total absence of contrast makes 
it so flat that-it is decidedly un- 
attractive even in its full-page 
form. ; 

If it had some contrast in it 
some heavy shadows, some judr 
cious chunks of black thrown into 
it, the result might well have been 
most attractive. 

As it is, it serves as an excellent 
example of a very poor class of ad- 
vertising illustration. 

* * 


This little advertisement of the 
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C, H. & D. Railroad is one of the 
kind that provokes the question, 
“Well, what of it?” 

The young woman and the 
young man are presumably enjoying 
their lunch or their dinner, and the 
young woman asks the young man 
whether C., H. & D. is a new 
breakfast food, and the young man 





"tach, what le C Ht & D, @ now breakfast food?” 
“Me itee from Cincinnati to Michigan, 
A get the best meal on their care § ever bad on « railroad,” 


Speaking 0f too; 





answers that it is not, but that it 
is a railroad from Cincinnati to 
Michigan, and that he got the best 
meal on their cars he ever had on 
a railroad. 

That is all there is to it. 

The picture is crowded and un- 
interesting and has nothing to do 
with the proposition. The text has 
nothing in particular to do with 
the picture and mighty little to do 
with the C., H. & D. Railroad. 

The best place for an advertise- 
ment of this kind is in the discard. 

+ * * 


Some people have a_ perfect 
mania for pictures of factories and 
buildings of various kinds. 

There are many advertisers who, 
if they have a_ story-and-a-half 
factory down a dark alley, think 
they are not doing full duty to 
themselves and the public unless 
they use a picture of their shack in 
all their advertising and every 
other place where they can put it. 

Sometimes the picture of a fac- 

tory or group of factories is in- 
teresting, but it rarely means any- 
thing. 
_The inside front cover of Col- 
her’s for April 23 contains two 
quarter-page advertisements of the 
factory kind. 

One of these advertises the 
Twentieth Century Home, a new 
periodical, published by John Bris- 
ben Walker. Nearly half the space 
is taken up by a picture of Mr. 
Walker’s plant up the Hudson, 
which looks like a cross between a 
county court house and an Oriental 
mosque, This particular picture 
must have cost Mr. Walker. several 
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hundred thousand dollars, as he 
puts it everywhere he possibly can 
for no reason which anybody has 
yet been able to discover. 

The other advertisement referred 
to is that of the Anhetser-Busch 
Brewing Association, which invites 
visitors to the St. Louis Fair to 
visit the Anheuser-Busch plant, a 
picture of which is shown. It 
doesn’t show up very well, but, 
still, it has its interest for the rea- 
son that an underline explains that 
the plant covers 125 acres, equals 
60 city blocks, and employs 5,000 
people. These facts probably don’t 
alter the flavor of the beer, but at 
the same time they are good adver- 
tising by reason of their impres- 
siveness. 

* * * 

Here is a piano advertisement 
which occupied a quarter-page in a 
current magazine, which is not-par- 
ticularly interesting or convincing. 

You can’t show two pianos in a 
quarter-page magazine ad with. any 


OU would be all eagerness ‘to 
possess the Blasius piano, if you. 
knew it as it is—if you knew how 

instantly responsive the touch, how 
tichly toned, how exquisitely cased, 
how lastingly built: 

Sao eee ee 


ut the plano itself tells all. 
So we ask you to let 


degree of satisfaction, and certain- 
ly the distinctiveness and individu- 
ality of any certain make cannot be 
shown in so small a space. This 
being the case, what is the use of 
trying to do it at’all? 

If you can show a picture of your 
piano, or whatever you manufac- 
ture, that will really tell some- 
thing about it as distinguished from 
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competing articles, it is all very 
well to do it, but if you can’t, it is 
much better to make a picture that 
will attract the eye and compel at- 
tention. 

It is always desirable to show 
the article advertised or the use 
of it in an advertisement when the 
differences which exist between it 
and competing articles can be il- 
lustrated. But when the adver- 
tisement must occupy a small space, 
what is the use in trying to show 
something which manifestly cannot 
be shown in a way which will im- 
press the reader with the superior- 
ity of the article? 

As to the clothing store dummy 
who stands between the two pianos 
in this ad, there is no excuse for 
his existence, and the less said 
about him the better. 


—_++—___—_ 
WEEKLY AD CONTEST. 
ELEVENTH WEEK. 





In response to the weekly ad 
contest fifty-one advertisements 
were received in time for report in 


Unity of Interest 
in Prescriptions. 


ty of interest with the mem- 
bers of the medical profession 
in our vicinity. 


Ask your doctor. 
Free deliveries. 


L. W. RANDOLPH, 


The City Pharmacy, 
143 W. Front St. 





this issue of Printers’ Inx. The 
one here reproduced was deemed 
best of all submitted. It was sent 
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in by J. Stanley Voorhees, 150 Nas. 
sau street, New York, and it a 
peared in the Plainfield, N. J. 
Daily Press of April 22, 1904. “A 
coupon was mailed to Mr. Voor. 
hees as provided in the conditions 
which govern this contest, viz.: 
Any reader may send in‘ an ad 
which he or she notices in any 
periodical for entry. Reasonable 
care should be exercised to send 
what seem to be good advertise- 
ments. Each week one ad will be 
chosen which is thought to be 
superior to every other submitted 
in the same week. The ad so se- 
lected will be reproduced in Print- 
ERS’ INK, if possible, and the name 
of the sender, together with the 
name and date of the paper in 
which it had insertion, will also be 
stated. A coupon good for a 
year’s subscription to PRINTERs’ 
INK will be sent to the person who 
sends the best ad each week. Ad- 
vertisements coming within the 
sense of this contest should pref- 
erably be announcements of some 
retail business. The sender must 
give his own name and date of the 
paper in which the ad had insertion. 
———_ ++ 
Items of Interest is an_ eight- 

store news monthly, published by pea 
Bros., Houston, Texas. All the space 
is devoted to offerings, well displayed 
and illustrated, and the whole appeal is 
to women, 


eS 
Classified Advertisements. 


isements under this head two lines or more 
without di y, 70 cents a line. Must be 
han in one week in advance, 


WANTS. 


MceE than 225,000 copies of the morning edi- 
tion of the World are sold in Greater New 
York every day. Beats any two other papers. 














ANTED—Drummer calling — prin 
who would like a side line, to co 
with RICHARD PRESTON, 167 Oliver St., Bos 
ton, Mass. 
MBITIOUS young man (25) desires position 
A as assistant in advertisi en 
stenographer. FRANK H. COLTO , Jamaica 
Plain, Mass. 
| ALD’S NEWSPAPERMEN’S EXCHANGE. 
established represents competent work- 
ers in all departments. Send for Kklet. 368 
Main 8t., Springfield, Mass. 


¢RTISING SULICITORS wanted. Active, 
rl = rs. Gad commission. 


Old. ble 
Pisccish, Detrolt, Mich. 
EWSPAPER WRITER and teacher of Eng- 
lish at Missouri University wants editorial 
or 


praen for the summer. A 8. NEILSON, 
Delta Theta House. Colum! Mo. 
as business manager 
ona live daily. Per- 
agencies 
“WwW, C.,” care of P, I. 
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daily to handle 4 fifteen 

Piven ea reuiation. -W consider 
proposition on esaned: make 

icon en. Aaaress *C.C.C. eare this paper. 


ANUF. RERS, Publishers and Insentors 
ow send samples or circulars of 
it 


—Kindly se’ 
rit, with quan ices, to a good 
fii" Gass & CO., 50. “Box 7, Me, Bout a Hampton, 


TED, AGENTS—We iTS—We have them that sold 
le gave ure Mae even 
t. id $1.25 for jar outfit. 
geome MFG. CO., Ann 





kc mtaining ten can 
cottons 2 ‘drug store for for five cents, 





herein five or nagar! and 
for the preparation of six advertisemen 
VERTISING MGR. Philadelphia house de 
yg > change. Tho’ ae hen = dna in 
logues fell ap ood xecutive. al 
jow-t 
ceereapondent. R Sees ” care Printers’ Ink. 
ARTNER WANTED—Sell third interest well- 
established newspaper 50 miles Phila. En- 
tire plant new. ene ny a 8 partner 
take ng room. Not quseion of 
price as much as = of man and ability as 
printer. If can nom t p $500 cash, giving secured 
note $2.000 additional, Pinvestigate this. Address 
“PARTNER,” care Printers’ Ink. 





ag eon Peas 19 yearsold, 


yy qzper rienced ferent de- 

ow nag B sf & lending tra piiching h 
ouse 
where cutee ability poe to work 
will be appreciated. At present employed. Ad- 

“J. M. rope 
dare Printers’ Ink, 
New York. 


YOUNG MEN AND WOMEN 


advertisers, publisher °10 Spruce 
adve: blished wee! at EA ruce Be 
New York. Gach ad uy be be inserted 


at 10 cents per lin me words to tne os 
mae? Ink is hg school for advertisers, and it 
week more employing advertisers 
than any y other publication in the United States. 


AP renner wil WRITERS, especially 
ginners, will a an ae a opporta- 
make 


money Ny | writing to on We will tell you how 
start a business of your own at house which 
rile more ona Sears of ordinaty exporien's, 
r . 
Write to-day. — 


WELLS & CORBIN, 
Suite B, 2219 Land Tile Bldg., 
Philadelphia. 


A with aa Sok See a salary! If 
resen' + ~— on or 
dearest off booklet. We have 
for managers, 3, secretaries, adv 
m 


Techni 

and executive men of'all kinds. High 
grade exclusive! oy: 
HAPGOODS (INC.), 
Suite 511, 309 ae New York. 
Suite 815, vania Bldg.. Phila. 
Suite 529, Mo ek Bldg., Chicago. 
Suite 1326, Williamson Sy _—— 
joneer ite. Son 





WANTED—Clerks and ot and others with common 
school educations only, who wish to Se qenk- 
for tions at $25 a week and over, to 

new oo 


en’ lea 
One graduate fills $8,000 ancthe 
and number The set 
writer in New At, owes his suc- 
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A : A NEW YORK 
ADVERTISING 
AGENCY 
Has several vacancies to fill at once: 
» 1— Deez sae. PP Raed be able writer, and how 
ow suggest id typographical e 
outs, None but a hie man enced 
oe and "Seesiee work can 
get place. $40 to $60 a week. 
a wn 8 men. ee young ry with 
mee in retail small 
city pre rererred. Salary $ 1S't> $3 a mooke 
paren clerk. Experienced man. 


ays peg Pas for outside 
ae gp mes? one for office work 


me. ¥. answering, state fully your history and ex- 
Send namn tg fay your work aa inclone 
oe age for its ag 
All correspondence strictly confidential. 
Address “ COMPETENT,” Printers’ Ink. 
+o 
CARBON PAPER, 


NOLMUETG TNS SE EST 
PAPER WORKS, 123 Liberty St., New York. 





PERIODICAL PUBLICITY. 
ARDWARE DEALERS’ MAGAZINE. Circu- 
lation 17,000 (@@). 23 Broadway, New York. 

—_—_ +o —— 
INSTRUCTION BY MAIL. 
UMAN NATURE TAUGHT thoroug! b: 
aa serene 
m Lessons free. SCHOOL OF HUMAN 
ATORE, Athens, Georgia. 
PAPER. 
B BASSETT & SUTPHIN, 
45 case St.. New York City. 
Coated pape: aameeeee: zaevena Perfect 
White for tener catalogu 
ee es 
CLASS PUBLICATIONS. 


ARDWARE DEAL ie MAGAZINE. Circu- 
lation 17,000:\@@). 253 Broadway, New York. 





DECORATED TIN BOXES. 





ofa ofttimes sells it, 
ne mee beautifully tin 





boxes can be decorated and Dow oes they 
until you get our samples and ions. Last 
ir we —— among many othe 7 thine, over 


vas- 
eline boxes and caps. Send for the tin desk re- 
minder called “Do It Now.” vit i is free; so are 


= Mabinidican 810 


Brooklyn, New 
Pd ad maker of Tin Boxes reraneet of the 


N STOPPER COMPAN » ¢ 
na Street, 


-———__ +o 
INDEX CAR CARDS. 
TF ron would save money o nears on your index card 


supplies, 
STANDARD INDEX C CO 
tenho 
Mfrs. of Index Cards exclusively. 





RUBBER | STAMPS. 
rosty, CENTS pays for a — stamp fac- 


simile of yo stamp under 
3 inches, 10 cents a Ali x. 
Ask for logue. A. EMBREE P iG co., 


nm, 
JOB PRINTING SPECIALTIES. 
ws — i. ey, newspaper 


AW... “department, eh eer 
W'k ADAMS & CO. Detroit, Mich, 
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ADDRESSING MACHINES. 
I Ne MACHINES—No type used in 


the W: ~¥ addressing machine. A 
card index s + ayy f addressing used by the 
largest publishers throughout the country. Send 
for circulars. WALLACK & CO., 29 Murray St., 


New York. 





TYPEWRITTEN LETTERS. 


L gg typewritten letters which are per- 
fect imitations; samples free. SMITH PRINT- 
ING CO.,812 Broadway, Toledo, Ohio. 


ae letters individually ‘written 

Send specimen and I will quote low price. 

a dy seperate Townsend St., New Bruns- 
wick, 





PRIN TERS. 


RINTERS. Write R. CARLETON, Omaha, 
Neb., for copyright lod; lodge cut catalogue. 


oy Almanacs nacs and Catalogues. Million 
6-page for $1 per 1,000 complete. Other 
sizes in proportion. 


rite 
STEWART PRESS, Chicago. 


—__ ++ 
BOOKS. 
ATENTS THAT PROTECT 72-p. book mailed 
f k. & A. LACEY, Patent and 


ree. 
Trade-Mark epee, Waskineton. D.C. 


EST FOR PRINTER, ADVERTISER, AD, 

WRITER—“Points for Printers”; ’ 40pp’ 
“Most practical, co pact, coment Printers’ 
Manual. kD “Full C4 ‘happy i 


Dayton, Onio. 


good values.’, 
LOcHER. Fecumseh 8t.- 


of eK KKK KE EK 

en fe 
EARN | Earn money at home. 
ETTERING Write Show-Cards. 





COMPLETE LETTERING OUTFIT 

for writing show-cards, tickets, 
price tags, — consisting of 

OsGooD’s SAMPLE ALPHABETS. 

beth yi instructions, (copy- 

one of the cele- 

‘ountain Brushes 

oe and jak ood ae al guar?) 

tab 1 ors, haif-pint each ( ju » 

11 mailed for only ONK OLLAT 


J. P. OSGOOD, 106 Fulton Street, NEW YORK. 
4 KEK ERE He X 


*eAHK KE KH K 
ILLUSTRATORS AND ILLUSTRATIONS. 
H SENIOR & CO., Wood Engravers, 10 Spruce 
e 8t., New York. Service good and prompt. 





or 
PUBLISHING > OPPORTUNI- 


MAN of publishing abilit ability ang hustle, ——. 
say, $ invest in a professional class 
ublication of dignity and high 
learn of a opening at this tame. 

A school pectomsor of broad mind and business 
—_ would ane here a very congenial work of 
great ities. 

This is in a of those fields which have plenty 
of publications, such as they are, but where n 
one has taken up the work along modern clans 
—— lines. 

‘ou want to get into the periodical publish- 

jusiness—and you can hardly enter a better 

fw Finneran or me or call, and if this is not the 

—_ of a thing you want, | can offer you some- 
Db 


er P. ane, 


reful Handler 
Periodical Publishing "Property, 
253 Broadway, New York 


standing, can 


—_+9+__———_ 
FINANCIAL LETTERS WANTED. 


gy agen y ng nal letters from investors. 
tate what you have, and price. Will pay 


well m.. £,fo0d levee lette: 
1,” care of Printers’ Ink. 








PRINTERS’ INK, 


ENGRAVING. 
Agpane EXGRAVING, Co., Co., Bt. Louis, 
ectro' rs an 
SIGNS FOR Dv VERTISERS J AND sre 


—_+o>—__—_ 
COIN CARDS, 


© PER 1,000. Less for more; an 
$3 THE COIN WRAPPER ©O., Deuroit. cme 


1,000 %. oO. rEg ponies to order 


r usan 
COIN MAILER CO. Bex ex 4, Fe 1 Matera, tena 


NEWSI WSPAPER BROKER. 


ie and sellers of new: properties 
ther to = p.. rutual ‘advantage 
without, pu blicity, by 7 ncoses methods. 
e list of pro ies and lo: ist — 
Can'l be of f assista Enos a BS. KINGSTON, 
Michigan ? Newspaper Broker, Jackson, 


HALF. 1LF-TONES. 


E would like to estimate on your half-tones 

either for the newspaper or other work, 

STANDARD ENGRAVING CO.,61 Ann 8t., New 
ork. 


EWSPAPER HALF- SOmm. 
2x3, 75c.; 3x4, $1; 4x5, $1.60. 
Delivered when cash acco mpanies the order. 
Send for 


samples 
KNOXVILLE ENGRAVING CO., Knoxville, Tenn, 
a 


PROPRIETARY REMEDIES. 


HE BLUE GLASS INHALER. A new thine. 
For ali those things for which an inhaler 
00d, this is the best that ever was. It isa germ 
pest tt ha and nose “eo a remedy for co! 
tonsilitis, bronchitis, . hay fever an 


anufacturers 0 
dress TH ‘ER RIP PANS CHEMICAL 
PANY, = ‘ Spruce 8t., New York 


— 
HOUSE-TO-HOUSE JUSE DISTRIBUTING. 


HERE is only one agency agency that has an estab- 
lished reputation for a systematic house-to- 
house distribution of advert ras all Se 
tions in all towns and —-< 
the United States. Eve: phen. 
placed by men who are re or pF 
= 09 e an exclusive business. Can give 
references trem many lens leading advertisers, 


National Ae etuae Distributor, 
442 St. Clair St., Cleveland, O. 





HOTELS. 
Tis LITTLE HOTEL WILMOT, 
a. Penn Square, 


Iphia, 
oom now ‘ohe-third larger 
than formerly; the 
new addition 





conveniences. 
Just a step from 
the Pennsylvania Ry. 
on, 
THE RYERSON W. JENNINGS CO. 
ae 
PREMIUMS. 
} Sp My are always in demand a 
4-7 >= 
—i+-k id. Big bn ducement for pod a: omg 
Write TRANSOM, 3122 Groveland Ave., Chicago. 


rome & pe? 'S NEW PREMIUM Oates 
contains yng. instrum 
of all i "deseriptions including a 
ne; $20,000 worth of our our mandolins 





guitars used ine le year by one firm for 
a Write for > PREMIUM CLERK, 
prem & Healy, 199 Wabash Vabash Ave., Chicago. 


Ra4Es goods are trade builders. Th 

f suggestive premiums suitable for 
publishers and others —_ the gene makers 
and d_ wholesale dealers in in jewelry and indred 


lin 500-page list a tal y 
published Eneually, 
8. F. MYERS CO., 


iovne now ready; 
Maiden 


Ww, 48-50-52 Lane, N.Y, 














oreo wre 


Ve ae ae 








: BEWGEAPER UNION, 10 Spruce 8t., lew Mork, 


SUPPLIES. 

E—Make be better ipa any you 
peony alia sah GLUE- es ee y 

— 2 GURDON, peatee Ind. 


D. WILSON PRINTING INK Cu., Limited, 
W. of 17 Spruce St., New York, sell more mug- 
cut inks than any other ink house in the 


Mipecial prices to cash buyers. 


OXINE—A non-explosive, non-burning sub- 
stitute for lye and gasoline. Doxine re- 
aud improves the — roliers. It 
will not rust metal or burt ids. param 
mended by the best re hg tor atonntng an 
protection of halt-tones. For sale v; << 
and manufactured by the DOXO MA 6 Co., 
Clinton, Ia. 


CKY ste can be made and ready for use 
ee itl eS adding cold i = gen 
Cold-' Powder, makes © favo 

Yor al Paste Md We furnish free sampl 


paste for all purposes. mple 
ee cod baw to Ly Ad. because its “nenita 
speak f Fe datas -cent 
of = he U. 8. * BERNARD: HY. 
aoENG' OY, 46 ‘hy. Sointe St., Chicago. 





east Senate 
ADVERTISEMENTS aga 


ARDWARE DEALERS’ ALERS’ MAGAZIN Circu- 
H lation 17,000 (@@). 253 Broadway, Now York. 
—— or 


MISCELLANEOUS. 


Rie ing MIRRORS. There’s MONEY in it. 
6 ret oe _— oe peatoabens Soe 


DENCE 
sor BoHOOL, F UINGEW'S Ind. 
grassr CAR ADVERTISING — Our service 
covers busiest city of 15,000 in Illinois. 
L ryd 9 by 18 inch, three months, $3.75. We 
iat ce cards one copy. CLEARS GRIGGS AD- 
TISING CO., Kewanee, Ill. 
pre crate: in cel 


TAPE-WORMS. 
r g ty expelled elled alive; head guaranteed; 
Poo t free. Pe ELD & Co. 182 State St., 
S —_+o+—___——_ 
WORLD'S FAIR, ST, LOUIS, 
pre ROYAL GUIDE TO ST. LOUIS, World's 
Fair, will be the best-selling article of the 
year. It’s a well-bound little book of 100 pages, 
just “erammed” full of the kind of information 
you need, whether you go or stay at home. A 
complete Directory, Map, etc.; everything every- 
body wants to know. Don’t miss it. Only 25 
cents per copy, prepaid. Wholesale prices on ap- 


plication 
GEORGE TOLLEY, 
19 Orange St., Newark, N. J. 
————+>—__—_ 
AGENTS WA: WANTED. 


RoBBrE MENDING TISSUE. Sample, 10c. 
Agents wanted. A. D.BLAIR, Elmira, N. Y. 





ADVERTISING MEDIA. 
line for _ in THE 
10 GUNIOK Berk Bethlehem, Pa, any 


ARDWARE DEALERS’ M MAGAZINE. Circu- 
lation 17,000(@@). 253 Broadway, New York. 


NY person advertising in PRINTERS’ INK to 
the amount of $10 or more is entitled to re- 
ceive the paper for one year. 


OWN TALK, Ashland, Oregon, has a 

teed circulation of 3,500 co} pies eac. issue. 
Both other Ashlana pogess ave at less than 
1,000 by the American an Newspaper Directory. 


TRAVELERS can be reached 

1,000,000 Lye? ye deg te oe 
write t Particul fase tata Park Place 

‘or cu: ark Place 

N. Y., or 158 Adams 8t., Chicago. , 

INCHES 1 month in *.. Siipets cones country 

; 00.000 eekly new: rs, $50. T eel cepelation:, 


weekly. Catal ti 
have other Hix in the iadte gppbentio TOA 


H 
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ALIFORNIA TODAY—All about the land of 
sunshine and big opportunities; where to 
enjoy life or —_— py most interesting pa- 


i n U.S ear, 25c.6 mos.; none free. 
XALIFORNIA TODAY PUB, CO .y 287 2d St., Los 
Angeles, Cal. 


10 00 GUARANTEED circulation, 25 
cents a line. That’s what’ the 

PATHFINDER offers the aavertiser every month. 

Patronized by all leading mail-order firms. If 

you are advertising and do not know of the 

PATHFINDER, you are missing $ mething 

4& for sample and rates. THE PATHFINDER, 

Washington, D.C. 


———_+99—_—_—_ 
DESIGNERS AND ILLUSTRATORS. 


ga oe illustrating, engrossing, illumi- 
“en aving, lit eurephing, art prise 


ing. "THE KNSLEY sitthog Bway, N. Y. 
_ oo 
PRINTING. 
p° you want printing done right—done the 
way you want it? CLARK & ZUGALLA do 
nearly everything right 
* 88 Gold Sesh 
New York. 
ee ee 
FOUNTAIN PENS. 


We sell a hard rubber fountain pen, the equal 
of any $1.50 pen on the market, for $3.50 
r hog $33 a gross, each ina neat box with 
le, repaid, 35 cents  Gretendne first 

ondee); Gon dealer's reas over 100%; bes' 
electros and circulars furnish 


B. R. wags. & CO., Do 
on, D. C. 
Mle oxo et 





a 


FOR SALE, 


18, 000 NAMES, printed, government rec- 
ords; every name reliable, $2.00. 
WARD MOKTON, Calgary, Canada, 


nan SALE, $1,000—Agri. bebe 4 HasGetiant 

field of its own. t. nearly 25 yrs. Within 

100 m. of N. Y. phat bd HAROLD, 
care Printers’ Ink. 


ae te SALE—Rapid i addressing machine, —— 
makor and ampaes for a fifty thousand list, 

cheap. Guaranteed satisfactory. 1f interested, 

address APPEAL TO REASON, Girard, Kansas. 


OR SALE—Finely equipped daily newspaper 
plant; material almost all new; in city of 
15,000 ppopntin by good business; right man 
can buy cheap. Address Box $45, Kenosha, Wis. 





press and Standard Oil Companies. Price, $1.85 
up. THE MAYLEW CO., Baltimore, Md. 


Bos; PUBLISHERS, retir , retiring Mt have about 500 

nal ne and line 

work, poy sale at two cents per square inch; all re- 

productions from famous paintings; all sizes, 

(0x12; have no proofs; inensing uchasers 

muet call to see ti em; or we will send five dol- 
Jars’ aay. or more ¢c. 

PTIMUS PUBLISHING co., 
1% Broadway 
New York. 


ADDRESSES FOR SALE. 


1,451 Bouee amonitlte 


ee LIST of 5,000 f 5,000 people in Beary Co., 
at date. Bound in book » $3. 
BUS NESS MEN'S ASSOCIATION, 
ewanee, Ill. 


THE RIGHT WAY TO FIND BUYERS 
is to select the class 
em 





lec ics 
name omens teed. Alll wt written. 
He RESS CO. 
illbank, 8. Oak 
TRADE JOUR JOURNALS. 


ARDWARE DEALERS’ ‘ALERS’ MAGAZINE. Circu. 
lation 17,000 (@@). 263 Broadway, New York. 
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ADVERTISING NC NOVELTIES. 
> ia Wall 4x7, 1 “437, 1.000 for He, ea 
ad. “ Wear like leather. 

Printers, 5th above Chestnut. Philadelphin. 


66ngreric Sampig and. a o—- 


Traveler” eo -¥ THE SOLLIDAY NO NOV. 
ELTY ADV TISING. WOR WORKS, gh ind. 
DVERIISE your rr business wii 
novelties, Buy them direct. * sive penc' 
ma — nail file, in leather cage. 
» J. a ae N.Y. 
pruvEnor SIGNS; light patent, 
—— le and aon 
of Celluloid Novelties an 
Bieta es free. F. ¥, PULVERCO., 
RITE for sample and price new combination 
_ Bill File. Keeps your ad 
ess man. THE 


and business 
& HOAG CU., Newark, N. J. 
cities. 
RENIUMS OR CONVENTION SOUVENIRS, 
made from nails. re attractive, sub- 
stantial and cheap. Samp! . a World’s Fair 


souvenir, 10c. 
WICK HATHAWAY’S C’RN, Box 10, Madison, O. 


MAIL ORDER. 


ANT A BIG wy We make it. We send 
your name to pe tag iggy ong U. S., re- 
questing a sent to you. The 
rout. Only fifteen cents, KISKI MATLING 
ST, Jessup, Mo. 


EWARD id for or anybody that 
R antes — on U.S. Meta Polish, 
= infallible t retails at 10 cents.a box 


manera +. ao we W. HOFFMAN, 
Mera bd ngncenie polis, Ind. 
pee . income marine, ° MAIL 


ORDE starte 8 
pt eneray we } amal outiay mar ine 
en! e 
tdwn! Successful NEW 


advectising, and 
handise 


‘stamp for catalogue and instructions. 
CHICAGO SPECIALTY CO. (Est. 1885), Chicago. 





4D VERTISEMENT ¢ CONSTRUCTORS. 


HAS. CUSTER, Caricaturist, Humboldt, Tenn., 
isa writer of —_— 


ENRY FERRI his mark, 
Advertising Writer and Adviser. 
Drexe! Building, Philadelphia. 
Alt [SEMENTS and cuts, new daily. Re- 
tailers and bankers should use the best, 
Moderate prices. ART LEAC LEAGUE, New York. 
OTHING but original ideas from this 
chicken; so let -~ scratch for you 
W.D. FAULKNER, 183 Halsey St., Brookiyn, N. ¥. 
DS written for Clothiers * and Haberdashers 
bya man. Know how the 
and can present jog rea- 
why they should 


F. i garter, 
ween Antonio, 


are man' 
sons to prosp 
eh oy 





at 
2, Catalogues . Price Lists, Booklets, = 
rn Fo =U Laue 
‘ollow. 1p Lat Newspaper, 
Trade Journal Advertisements, etc for 
— are IN advertising —, for "what 
can get out of it. The most successful 
set for new clients is baited with 
work that caught otbers. 
such oe will cost you phn pe | 
to nothing. Postal 


I. MAULE, 402 Sansom S8t., Phila. 


[™ A GREAT DEAL HARDER 
to hold the reader’s attention than it is to 
attract it. 


Many business men know what they want to 
say, but cannot express their thoughts in that 
forcible and convincing manner that sells goods, 

Their efforts to imitate the terse and interest. 
ing style of the professional adwriter doesn’t 
improve Better have your own style 
than no style at all. But the best plan is to have 
your matter revised, pruned and rearranged by 
an expert, so it will read better, look better, and 

pay better. 

PGatting and polishing the right kind of a peb- 
ble makes adiamond. The “polish” put on your 
literature may mean the difference between 
profit and loss on your advertising investment, 

You can test the merits of this plan without 
going down very deep into your pockets, And 
it doesn’t cost any more to mail good literature 
than it does the other kind—not near so much 
when results are counted. 

Below I give a few prices for revising and pol- 
shing copy : 


Revising 

Revising follow-up and circular letters ....., 
Revising four-page folders............. oouneee 
Revising eight-page booklets... . ia 
Revising twelve-page booklets.. 

Revisi: 


. 50 cents per page and up. 
If you have the inclination and wherewithal 
to make the wheels of your business hum a 
little louder, let us get together. And there’s no 
better time than now, . 
LOUIS FINKE, JR., 
Maker of Profitable Business Literature, 
Fifth Street, near Chestnut, Philadelphia. 


G45 ADVERTISING. 
I am furnishing the 


Suburban Gas Company of Philadelphia a series 
of one hundred ads—each ad consisting solely 
of one or two ghort, pithy, epigrammatic sen- 
tences. turning on some advantage in the use of 
gas for fuel, heat, light or power. This company 
is using these ads in four-inch double column 
space, set in 12-point roman, without heading or 
firm name, and with plenty of white space. Copy 
is changed daily and the series is attracting 
much attention. The company writes me this 
week as follows: 


L. G. QUACKENBUSH, 
sen Onelan, i. Y, 


Per J. M. CALLANAN. 


To any Gas Company official who will write 
me I shall be pleased to send a selection of sam- 
ple ads from this series, and to quote terms for 
similar work. Let me add that many advertise 
ers in other lines, whose propositions are such 
as to be best exploited in terse, graphic terms 
rather than long, prolix paragraphs, would 
doubtless be interested in sampies from this 
series, their tone and style being easily adapted 
to other lines. I should be pleased to submit 
samples and talk terms with any advertiser re- 
quiring work of a similar nature. 

LOUIS G. QUACKENBUSH, 


Oneida, N. ¥ 
French-Bennett Bldg. 
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Rie ‘AILERS, Get in ong hy bw a for 
pecial Send $1 a Soha r 
et lees rads. Your dollar bac! 


mu mean Kans. HARRY COWAN. 
tT PAde winning booklets, catalogues, onmaling 
form let wri 
Ped printed’. Write (on m letterhead) 


for’ tree eet Ener We Help Advertisers. 
Mad aigention to, postals., SNYDER & JOHNBON 
Chicago. 


Koatnaworth Bi idg., . 
WANT CUTS !—Retail moraate ly. 
I} but all others who have on han ie- 
column wae oo fair printing pm hy will & 
xceptional offer, good ti 
lays. "FOLIOS 108 Finksrox 
Minneapolis, Minn. 





‘AIL ADVERTISING. 
of specie ets, The fact that 
rome men devote ir entire time to one thing 
them understand that one thing thor- 
eStats ity is mail advert That 
Se, oe that’s bs; I'm able to give you 
an any one else. 

“ow, pula ae {a By ~ A 
ind a coer made iittlo aes aS sie tion ou 

er cpearelty a infer from 4 the Boe - 
B.-L. me on your business stationery—tell me 


zal a) ieaaniee se h of sai; and outline 
+, propemien a prove the 
ates of my methods. 
My proposition is worth asking for! 
Send for it! 
F. R. SWITZER, 


- Successful Mail Advertising, 
117 Genesee Street, Utica, N. ¥. 


ADVERTISEMENT CONSTRUCTORS 
Amateur an other), 
FOR THK BEST ADVERTISEMENT. 
100 FOR THE SECOND 
EACH FOR THE NEXT FOUR IN MERIT. 


ad ents that have ve been submit! ted. 


The advertisements “of. the Biggns Tels Tabules 
have been before the public for twelve years. 


They were the first larg advertised - 
etary medicine ever sold Tablet form. mae 


the first 
They were a aries AS sna ay ever 


They are the onl roprietary medicine sold in 
the drug stores at so low @ a price as five cents. 


od eartaen thonsams d testimonials of the e lcacy 
pans asa remedy, vi 
been received at office A ical 
Company in twelve months. 


Ahundred million Ripans Tabules have been 
percopeed as drug stores in the United States in 





points, but when pt A. blicin i 
w e o 
capeta to thousands by others 
prec bre only <a 2 = hee had = t sy 
that mmm relicwss one isa boon 


to every perso ivi Ger similar con- 
po pl The rertising "value ‘ot individual 
can hardly be overestimated. 


Address all 
Sig Fava Benet 
THE eran o 


CHEMICAL COMPAKY, 
10 Spruce 8t., New York. 
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Wwe have talked a great deal in this column 
recently about advertising to assist sales- 
men and to bring in direct mail orders. 


Do not infer that we confine ourselves to set 
lires. We will take hold of almost any legiti- 
mate thing that can be profitably advertised. 


The same amount of brains, tact and hustling 
ability that will sell fine confectionery and 
French ice cream will also sell fly paper and rat 
poison. 


Here is a partial list of some of the lines we 
have exploited or are now exploiting : 


on and, Sy 
Maple Sugar, aple S Syrup Lo 
Bontectie — 
Ice Cream 

e 


Glue 

Fine China and Cut Glass 

Diamonds and other Precious Stones 
Watches Jewel i Soren 

Pharmaceutical Preparations 

Toy Novelties 

Oil Filters 

Incandescent Gas Lamps and Mantels 

—. — 


Fruit 
Paints. ons ‘is and Varnishes 
Pum 
Novelty Powder Puff Ronee 
Vanilla i ome and Vanilia Extract 
Lead Pencils 
Patent Pool and Billiard Registers 
Electric Cable Joints 
Label Paste 





The strength of our work lies in the fact that 
we know the manufacturing and wholesale field 
intimately from long experience—but we can do 
equally good work in other fields. 


At the present time we are executing an order 
for 140,000 high-class mailing folders. Not the 
stock-cut and “boiler-plate” stuff that has 
grown so tiresome, but something distinctive, 
original, refined and forcible, based upon the 
closest possible study of the goods exploited. 


We are also conducting an elaborate campaign 
on checking systems for high-class hotels, res- 
taurants and cafes. This work consists of a 

di booklets, folders, letters 


and a real folle-y-up system. 





This shows that we can do “big” things. 


We want to hear from manufacturers, whote- 
salers and large retailers who want advertising 
that wll sell goods. 


EDMUND BARTLETT, 
ADVERTISING SPECIALIST, 
150 NASSAU STREET, 
NEW YORE. 
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A ADVERTISING ON WINDOWS. 


The manufacturer who, in this enlightened 
age, is laboring under the false impression that 
the dealer will not apply signs to his windows, 
fails to appreciate the needs of the dealer and 
the advantage to himself. Especially is this 
true where goods are sold under a trade-mark 
or a special brand. It is desirable that goods be 
sold under a trade-mark, that people become 
so familiar with a particular or distinctive sign 
that the minute they see it there flashes to their 
mind the article that the sign represents. The 
dealer does not put in stock goods that do not 
sell, if he can help it. The dealer also expects 
the manufacturer or the jobber to supply him 
with advertising matter, and the most appreciat- 
ed, most desirable and far-reaching is the OPAL- 
ESCENT TRANSFER WINDOW SIGN, which he 
can apply to his window and fecl that he has 
something in harmony and in keeping with his 
surr di and thing that is equal in ap- 
pearance to the finest hand-painted sign. It is so 
constructed, on account of its being open work, 
that it does not obstruct light. A sign should be 
one of sufficient quality and beauty to make a 
favorable impression, otherwise it is a waste of 
effort and money. The manufacturer cannot 
reach anything like the circulation by any other 
means of advertising that he can by the trans- 
fer sign process. The signs made by the Meyer- 
cord Company are mailable and unbreakable, as, 
for instance, glass, celluloid, cardboard, etc., 
and do not cost a great deal for transportation; 
a penny will take a sign anywhere in the United 
States. All you have to do is to advise your 
dealers that you are getting out a handsome 
transparent sign, and ask them to apply these to 
their windows, and in ninety-nine cases out of a 
hundred they will thank you for your interest 
in them, and will be pleased to avail themselves 
of the advertising value of the sign. 

You-can get catalogues and price and any 
other information desired by writing 
THE MEYERCORD COMPANY, 
Chamber of Commerce Building, Chicago. 
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LOOK IN THE AD FOR A CATCH- 
* LINE—NOT IN THE CATCH- 
LINE FOR AN AD. 

A r headline may be poor for 
several reasons. It may be poorly or 
carelessly arranged—wrong type used, 
‘or worst of all, the idea conveyed may 
be entirely foreign to the ad, which is 
misleading and unsatisfactory. It is a 

idea to first write the ad and then 
select the proper and most practical 
headline. Let it be your text, your 
topic, and the rest of the ad radiating 
from it in an explanatory manner.— 
Omaha Trade Exhibit. 


Displayed Advertisements. 











20 cents a line; $40 a page; 25 per cent extra 
for specified position—if granted. 
Must be handed in one week in advance 





“ I WRITE Frepeme Booklets, 
GOOD ADS ” ti solicited. 





Ed. DeLonge, Gerald Building, Chicago, 











Clark & Zugalla make the best paper 
for taking carbon copies of letters or 
any other typewriter manifold work. 
Sample package of 1,000 sheets of 
“Clark’s Royal Manifold Parchment,” 
size 8%4x11 inches, for one dollar, ex- 
hoe prepaid to any address in the 

nited. States. 100 Gold Street, New 
York. Sample free.—Adv, 








The Original PEOPLE’S COMPANION 


Always a paying medium. Mail order 
men, send atrial ad. It will speak for 
itself. Ad rates: 5 cents per line, 50 cents 
per inch, 

EDWIN DE LONGE, Publisher, 
BEWARE OF IMITATORS. 


606 GERALD BLDG., CHICAGO. 


LETTERS TO RENT! 


Millions of Nervous Debility letters for 
rental and sale. These letters are all large 
cash remits. This is the place to secure 
eet eee testers of late years *, the 

ce! ‘or @ Copy. jood 
yetters bought. Address nid 


L, RICE, 206 N. 7th St., Newark, N.J. 
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AVOID BUSINESS TROUBLES 


Consult HANO! Investigate the various du 
festing labor-sa: systems for copying Bills, 
ers, Reporte, Le’ rs and anything that re- 
ates the office and factory. We make mani- 
Yholetaler; tor the jobber and for the Denker 
; ran ¥ 

We go anywhere for business. ie we 


PHILIP HANO & CO., 


806 to8slh4a Greenwich St., N.Y. 
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| DEVELOP ADWRITERS 
TO EARN BIG INCOMES. 


L 


D. C. Jordan, of the Franklin P. Shum- 
way Advertising Agency, 
Boston, Speaks. 


This week I offer the readers of Printers’ 
Ink more proof that my System of Instruction 
is the best in existence. 

When I say that J can train by mail young 
men and women having a reasonable amount 
of brains, plus a common school education, 
so they can earn from $25 to $100 a week in 
due time, Iam merely stating facts. 

More and more as the real facts become 
known, I am being called upon to supply the 
largest agencies with advertising writers,- 

They know the Powell way is the best. 

But the proof : 

Mr. GEoRGE H. POWELL, New YorK City: 
Bo ~~ lad to get h ice letter fro’ 
was ve such a nice letter from 
d online 


you, and I where my ideas were at fault. 
Since I have been with this agency, I have had 
advertising men ask me what I 


a great ney 
thought of the Powell course. I have cracked 
it way up, for it deserves it. 

ere are several young men in our office who 
have been there from six months to a year, who 
could improve their knowledge of vertising 
by sending you thirty dollars, I know a few 
things that they do not, even if Ihave only just 
started. Thave landed several contracts 
since I began, and go the boys in the office one 
aad od I write up my own ads, follow-up 
letters, etc. 

Thanking you for the kind interest you have 
taken in my case, and hoping to hear from you, 
Iremain, 

Sincerely yours, 


D. C. JORDAN. 
Boston, April 13, 1904. 


Mr. P | prac is bound to make a great suc- 
cess. His work is of high quality. 

I invite every young man and woman who 
has a desire to earn more, to write for my new 
Prospectus telling all about the Powell 
System. Address me, 


GEORGE H. POWELL, 
1282 Temple Court, New York. 
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Over 1,100,000 Homes 


Sunday School Times 

Presbyterian 

Lutheran Observer 

Christian Standard 

Baptist Commonwealth 

E Seoapel Recorder 
tian Instructor 

Lutheran 

Methodist 


Heidel Teacher 2s 
Seceand chokes’ Quarterly 7 TO SUCCESS IN ADVERT 


——— eee AND MAIL ORDER BUSIN| 
eidelberg Home Department Quarterly 


22 | Brincers 


XN. 
Christian Advocate 
Epworth Era 
Children’s Visitor 
Sunday-School Magazine 
Senior Lesson Quarterly 
Intermediate Lesson Quarterly 
Home Department Quarterly 
Methodist Review Quarterly 
We Shall Be Pleased To Hear From You. 27 


THE RELIGIOUS PRESS ASSOCIATION, THE WESTERN MONTHLY, 
901-902 Witherspoon Bldg., Philad’a, Pa. 815 GRAND AVE., KANSAS CITY, MO, J 
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— Uncle Sam 
As a Salesman 


In the Ethridge Mail Drummer System we have perfected 
what is undoubtedly the most effective and economical method 
of selling goods through the mails. 

This System is invaluable, both to manufacturers who use 
travelers and those who do not—to those who want to make 
their present territory yield more orders and those who want to 
go into new fields. 

We take pleasure in submitting. samples of this class of 
work, describing its details and giving some interesting facts as 
to what it has done for others—and, therefore, what it can do 
for you. 

Write for booklet on this subject, entitled “DO MORE 
AND MAKE MORE.” 


THE GEORGE ETHRIDGE COMPANY, 
No, 33 Union Square, New York City. 
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“Che Plain, Common People” 


















That is what Lincoln lovingly called the great 
reading, thinking masses, the people who make 
our country what it is today. These are 
the people who read the papers of 


The Vickery & Hill List 
TheAmericanWoman 
and Good Stories 


who take and pay in advance for them because they 
are interested in them and enjoy reading them. It 
has taken us 30 years to reach 


Che Largest Paid-in-Advance 
Circulation in the World 


among these people, and it has gotten so now that 
a large proportion of our subscribers renew. their 
subscriptions year after year. Our policy of liberal 
dealing with subscribers has won their good will; 
the papers themselves have done the rest. 

As an advertiser you not only get the’ widest 
publicity possible through our papers, but you also 
get a circulation more substantial in quality than is 
possible in any other mediums of general circulation. 


Sample Copies and Rates on Request 
Che Vickery § Hill Publishing Go. 
Augusta, Maine 


C. D. Colman, Flat Iron Building, N. Y. 
E. H. Brown, Boyce Building, Chicago. 


Sworn Statement of Circulation on file with Gro. P, ROWELL. 
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READY-MADE ADVERTISEMENTS. 


Readers of PRINTERS’ INK are invited to send model advertisements, ideas for window 
cards or circulars, and any other suggestions for bettering this department, 











An ad may be perfectly truthful 
in every statement it makes and yet 
be so displayed as to convey a 
wrong impression to the minds 
of those who do not read it care- 
fully, word by word. If, in the 
hurried reading of such an ad, a 
customer gets an erroneous idea as 
to what you offer, comes to your 
store and is disappointed, the un- 
favorable impression that is made 
is almost as lasting as though you 
had actually and intentionally made 
a misstatement. It would seem as 
though anybody who’ knows 
enough to read would know 
enough to not be misled by the 
display of the ad reproduced below, 
which says “Warwick China Din- 
ner Sets, 50c. Each,” and which I 
am morally certain was never in- 
tended to fool anybody; but it’s 
astonishing how stupid even or- 
dinarily intelligent people can be 
at times, and how tenaciously they 
cling to a wrong impression even 
after it has been shown to be 
wrong. 





JUST RECEIVED—LARGE INVOICE OF 
Warwick 
China Dinner Sets 


No daintier decorations, no finer nor 
thinner material, no better shapes made in 
all America, than Warwick China—con- 
sidering the low prices—$10 for a beautiful 
dinner set, $5 for a lovely toilet set in that 
ware. Of course we have higher and lower 
price sets. 

Here’s an opportunity for lovers of odd 
plates: We have selected about 100 richly 
decorated China plates that formerly sold 
for $1.50, $1,25, $1.00 to 75c; you can have 
your choice for 


5QOc. Each. 


At that pies you should have your china 
closet and plate rail “ chuck ” full. 


RUDOLF HANAU, 
48 S. Main St., Washington, Pa. 











If the words “Odd Plates” had 
been displayed, that would have 
precluded the possibility of a mis- 
understanding and rounded out 
what is, in every other respect, an 
excellent ad. 


If you offer accommodations, such as 
those at the bottom of this ad, be 
sure to say so. 


More Than Likely 
It's Here 


That medicine you tried to 
get at so many stores and 
couldn’t. Our variety is 
pretty large. We don’t often 
disappoint. Never in quality 
or price. 
LACKEY’S PHARMACY, 
Opp. T. & P. Station. 
Fort Worth, Texas. 
Checks cashed; money orders 
issued. 











There Could be No Better Headline, 


A Hot Iron 
A Cold Handle 


The hood of the Asbestos 
Sad Iron is lined with as- 
bestos, the best non-conduc- 
tor. This lining keeps the 
heat from passing out the 
sides or top. The only place 
it can get out is at the bot- 
tom, just where you want it. 
The cores are solid cast iron, 
not hollow like some other 
makes, and therefore, when 
once heated, they hold the 
heat longer. 

$1.75 Set of Three Irons. 


A. P. ELDER, 
208 Main Street, Ottawa. 











Good Argument for a Savings Bank. 


At Some Time 


during the life of every one 
comes an opportunity for 
making money. 

Only those with funds 
available are in a position to 
take advantage of such op- 
portunities. 

Are you in such a position? 
If not, get ready for your 
next chance by opening an 
account with the 

INDIANA TRUST 
COMPANY. 

3 per cent interest allowed 
on deposits of 25 cents and 
upward, compounded semi- 
annually. 

Offices: Corner Washington 
Street and Virginia Avenue, 














Indianapolis, Ind. 











ACommon-Sense Appeal from a Printer. 








We Try to Antici- 
pate 


the wants of people in search 
of particular printing, and 
endeavor to give each in- 
dividual customer just what 
he desires, without any ifs 
or ands about it. If you 
don’t know exactly what you 
want, our experience of 24 
years is at your service. 

Trial orders convince you 
and satisfy us every time. 


HAMILTON the PRINTER, 
Danbury, Conn. 











For a Carpet Renovator. 


Like a Drum 


Did you ever see a carpet 
wheel? 

Ours is like a mammoth 
drum. 

The sides are formed of 
slats, to let the dust out. 

Inside are four broad 
shelves. The carpet drops 
from one to the other. 

No points to rip seams or 
break the body. 

Even carpet wheels im- 
. prove. 
Ours is the latest and best. 
Come out and see it whirl. 


THE HARRISBURG 
COUCH CO., 


22 Cameron St., 
Harrisburg, Pa. 











Very Sweet. 





Quality’s the 
Point 


we have in view when buy- 
ing candy. 
“Is it good?” is the ques- 
tion we ask the salesman. 
Candy man called Monday 
and sold us a lot of choice 
quality creams and chocolates, 
Arriving to-day: 
few boxes of Maple Wal- 
nuts at 40c.—heavy choco- 
late coating, walnut and 
maple cream center. 

Some Mapleines—same thing 
without the walnuts—3oc. 

per Ib. 

"Nother lot of Bitter Sweets, 
assorted flavors—caught in- 
stant favor at 4c. 

And we’ve a nice lot of 
oranges and bananas—zsc. 
and 3oc. 


GEO. C. COMBS, 
Utica, Mich. 
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Good Scheme for a Butcher. 





A’ Daily Hint— 
Meat Order 


For To-Morrow: 
Breakfast—Ham and Eggs. 
Dinner—Pot Roast. 
Supper—Lamb Chops. 

Meats, Poultry, Fish. 

J. H. YOUNG, 

Johnstown, Pa. 








Did It Ever 


occur to you that you can 
save time, trouble and ex- 
pense by having The Lenox 
Hotel serve that Wedding 
Breakfast, Society Dinner, 
Club Dinner, or private 
luncheon you wish to give? 
Our private dining rooms 
with exceptionally good wait- 
ers and an eye single to give 
you full value for your ex- 
penditure are very inviting 
inducements. Call on or 
write to us before completing 
arrangements, and we will 
gladly serve you. 





Exc 








_Good Idea. 


‘Ginette to Save 


Rather a queer statement, 
but if you figure the greater 
wear you would get out of 
that kitchen floor, not to 
speak of the _ cleanliness, 
beauty and general conveni- 
ence, you would certainly 
come right down and get a 
can of our 
PARAGON FLOOR PAINT 
(Enough to Give a Floor 
10x15 Two Coats for 75c.) 

Then the pantry shelves, 
the back porch, the barn, the 
whole house—any part or all 
—how much better they would 
look, and how much better 
wear they would give, and 
how much labor would be 
saved, if they were painted 
with 

PARAGON PAINTS. 

We have just received a 
new shipment, and we invite 
inspection. Just look around 
your place, and count up 
those shabby places. It will 
pay you to paint them, but 
you must be careful to get 
good paint, and 
“YOU CAN GET IT AT 

CHAPPLE’S,”’ 
Billings, Montana. 





ellent. That Estimate of Cost i. 








v a Buffalo, N. Y., Caterer Says It. 
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Advertising Agencies. 


Advertisements under Sitobund Senn tigsnon more 
without , 10 cents a line. 
pode pay week in advance. 


one 
ALABAMA, 
A4‘y ADVERTISING CO., Mobile, Alabama. 
ibuting and Outdoor Advertising. 
| CALIFORNIA. 
URTIS-NEWHALL CO., Los Califor- 
C nia, Estab. 18%. Place adv 


any- 

vie oa nD pers, trade papers, 

out‘ioor. ‘ective ads. "Mar eting plans. PACI- 
FIC COAST ADVERTISING, 25c. copy; $2 year. 

ARNHART AND SWASEY, 107 New Montgom- 


ery St., San Francisco— agency west 

of Chicago; occupy 10,000 54. .; employ 60 people; 

manage all or any part ad cam- 

Lie eke saveadvertisers money — ju- 

‘or newspapers, » \ 

street cars, bu! ,ete, Can place goods with 
wholesalers and retaiice. Kno 


ti place advertis’g with SCaete 
ions, We can your z ou . 
Write for bookiets. 


DISTRICT OF COLUMBIA. 


FOR $line Want Ad in 15 jeading dailies. 
5 Send for listsand prices. L. P. DARRELL 
$5 Teen’ for MOENCY Biar Bidg., Wash., D.C. 


KENTUCKY. 


M. CALDWELL Adv. Ag’cy, Louisville, plans, 
e prepares, places adv’ng; newpapers, mags. 





MARYLAND. 
ILBOURNE ADVERTISING AGENCY, Balti- 


more. Estab. 1876. Newspaper, magazine, 
jutdoor advertising written, ed, placed. 
Freee et etn tid! bedeosgotting our celtmate. 


NEW YORE. 
AGENCY, 220 Broadway, N. Y. 
journal advertising exclusively. 


EO. P. ROWELL & CO., 10 Spruce St., New 
York, have representatives vag: A 


Oem 


Noe AMERICAN ADVERTISING COM- 
PANY, 100 William Street, New York. the 


only ae we y in 7 
istence. Places vertising classes 0 
with the American and 


Foreign Trading Co.. which handles American 
goods abroad and foreign goods in the home 
market. Communications from manufacturers 
desiring larger output requested. 
H* NEWSPAPER 

ADVERTISING AGENCY. 


(ESTABLISHED \ 
132 Nassau Street, New York. 
WILLIAM HICKS. FRED G. RUSSEL. 

One of the agencies in the list published by 
PRINTERS’ as “ tho hly reliable.” Thirty- 
five years’ business experience at the service of 
who desire to use the news- 

papers and magazines. 

OHIO. 

RUNEY, Runey Bldg., Cincin- 


4 Pinaee bes Meger nit Out-door 


RHODE ISLAND. 
Oo F. OSTBY AGENCY, Providence—Bright, 
e catchy “ad ideas,” magazine, news- 
paper adv. 


Crna 0. E. 


PENNSYLVANIA. 
HE H. 1. IRELAND Ap iparane AGENCY, 
” worke with as well lients. 

Plans and places & vertising in newspapers 
magazines. 

Creates mail-series of folders and cards to 
reach the trade. 

925 Chestnut Street, Philadelphia, Pa. 


PRINTERS’ INK, 





Fo"geverusing agents, 126 Commonweal 
Bite, Phila, °° : 
(Now 1208 Commonwealth B’ld’g), 
Have found it necessary to take 


owing to increase 
b ht about by * 
~ awed to advertising policy 


“ Less Black and White, More 
Gray Matter.” = 


rr 


In the new offices at 1208 there 
ample facilities for the proper prepeseliies 


of good newspaper, e and 
street car copy and for mapping out of 
campaigns. 


business 
OR $4.50 iinet classified, once 
wi wi 
best 18 dailies of 15 largest ae 
3 insertions, iy Send cash with order. ' 
DESBAKATS ADV. AGENCY Ltd., Montreal, 


ADVERTISING TAKES THE FORM 
OF A PICNIC IN NEW ZEALAND. 
_The Hygienic Bakery Customers’ Pic- 

nic is now considered an annual fixture 

in this city of Auckland, where picnics 
every day of the children’s summer holi- 

days are considered quite necessary, I 

don’t think there is any place in this 

world where excursions and picnics are 
indulged in to the extent that they are 
here. I want to tell the bakers of Am- 
erica) and elsewhere of my original 
scheme whereby I make customers and 
money, and give satisfaction to some 

1,800 folk at the same time. I started 

this scheme three years ago, and on 

January 2oth last we held the third an- 

nual. I began advertising, two weeks 

before the date fixed for the picnic, that 
to each customer that bought a shilling 

Sultana cake from that date up till the 
19th of January I would give a free 

ticket for a picnic to Pine Island. Now, 

the reason for choosing Pine Island 

(about 10 miles up the Waitemata Har- 

bor) is that I have the sole catering for 

the people in my own hands. No one 
can come around by roads and pitch his 
tent and carts outside the entrance to 








- our picnic ground. Of course, the ads 


were changed daily; they were not _ 
ads, but short, crisp ones. We sol 
some 1,800 cakes besides increasing our 
trade all the way around. he result 
was two crowded boats, each holding 
about 1,000, who had taken advantage of 
the offer. The day was a lovely sum- 
mer’s day, which fact means a lot 
towards the success of the scheme. We 
engaged a Punch and Judy show, a fire 
eater, a comic singer and a living picture — 
show—all of which were free; also three 
musicians who enlivened the proceedings 
greatly. We ran a refreshment booth 
and did good business. The whole thin 
amqunts to this: We got a splendid ad- 
vertisement (everybody was talking 
about Lege’s cakes and the Hygienic 
picnic) and made a profit of over $150. 
—John C. Legg (Auckland, New Zea- 
land) in Bakers’ Helper, Chicago. 


| 
Duruam’s Drug Store, Corry, Pa, 
publishes an interesting store paper 
called Durham’s Talk, full of offerings 
to fit the month in which each particular 
number is issued. Interest is intensified 
by a puzzle contest which is open only 
to purchasers of a line of toilet prepara- 
tions being introduced by the store. 











PRINTERS’ INK. 


ALWAYS THE SAME 


Los ANGELES, CAL., April 19, 1904. 

Printers Ink Jonson, 17 Spruce St., New York. 
Dear Sir: Fe F 

Recently in buying up a lot of second-hand material I got hold of 
several small cans of your inks. I was told that the whole of it cost less 
than a dollar, and for a 8 I imagined they were too cheap to be good 
and let them lay around. he other. day I tried a few of the cans, and to 
say I was surprised is putting it mildly. If you can make ink as good as 
those cans (and they were bought over four years ago), 1 am sure I want 
some of it. I was aes pleased with your “‘Card and Job Black No. 
4," ‘Magazine Cut No. 36,” and ‘‘Carmine Vermilion.” 

Please send a price list of your inks, both in tubes and cans, 


Yours for good printing, 
J, R. MILLER, 
1717 Court St., Los Angeles Cal, 




















My inks are similar to some of our noted actresses. 
“They never grow old.” Of course they need to be 
cared for, same asthe human system, and if the lids of 
the cans are lost or the heads of the kegs broken, 
there is no power on earth that can save them. Many 





publishers and printers throughout the country have 
a bad habit of leaving their fountains uncovered, or 
not washing the form and rollers after publication day, 
and consequently when they start up again, the printing 
looks dirty. The poor ink man is the first one blamed 
and his stuff is condemned without being given a fair 
trial. I have had many funny complaints in my exper- 
ience, and some of them seem so absurd that it makes 
me feel like telling them they are fools. One fellow 
accused me of having bricks in the ink, another said 
it was full of ashes, another found nails, and so on. 
The space between the rollers of an ink mill through 
which the ink passes is about the thickness of a sheet 
of the thinnest tissue paper, so you can judge for your- 
self how bricks or ashes or nails or chips of wood or 
any old thing other than ink could pass through them. 
When my goods are not found up to the standard, I 
never dispute the word of the purchaser. The money 
is refunded along with the cost of transportation. 
Send for my price list and compare it with inks sold 
on credit. 
ADDRESS 


PRINTERS INK JONSON, 
17 Spruce St., New York. 
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PRINTERS’ INK. 


: | 
SOME SPECIAL ISSUES OF PRINTERS’ INK 


The issues of PRINTERS’ INK for May 18, May 25, June; 
and June 8 are mailed to special lists of first-class American 
advertisers, being in detail as follows: 


May 18, Press Day May 11, 22,300 copies 
June 1, “ “  “ 26, 14,700 « 
Pe ““ June 1,22,300 “ 
Total - ~ 73,804 coples 
These issues are primarily intended to se. 
cure new subscribers to Printers’ Inx, but in 
this connection it is deemed worth while to 
call the attention of adwriters, manufact- 
urers of novelties, printers, designers, engray- 
ers, makers of half-tones, office devices, 
tubber stamps, mail order articles and every- 
body else who has anything to offer to the 
advertisers of the country—to the fact that 
they are offered here an advertising opportun- 
ity which Printers’ Inx alone can offer. The 
above named four issues guarantee a weekly 
average of 


18,451 Copies 


with a fair chance to have them exceed the 
20,000 mark at the usual rates of Printers’ Ing, 
I have particularly in mind the Classified 
Columns for these issues. A line of six words 
costs 10 cents per week; 15 lines make aa 
inch; a whole page costs $20; less space pro rata. 
The rates for display are 20 cents a liné, 
$3 an inch, $40 a page; less space in even pro 
portion. No discount for frequency of inser 
tion or increased space. 5 per cent may be 
deducted if check comes with order and copy. 
If you havea first-class proposition for ad 
vertisers, an announcement in one or all of 
these four issues should prove a profitable 
investment to you. Please observe date of 
Press Days stated above and send order @ 
copy as early as possible. 
CHARLES J. ZINGG, Bus. Mgt _ 


PRINTERS’ INK, 10 Spruce Street, New Yi 




















